












/, 


4 


WY 


z 
r 


4 
A 
A 





ULL, 


es _ 


Tees et. Pee Oe, 
cnaaee ee me eo aied — Me ue 


come 


Ta 





mechanized mining 


makes 


significant gains 


since 1939.... 








The increased use of more efficient equipment for 
underground mining, stripping, and preparation has 
four principal objectives: Increased output per man; 
reduced operating costs; improved safety records; a 
better product for coal consumers. Leading coal min- 
ing executives have constantly stressed the importance 
of these objectives. Here are some comments from 


recent interviews: 


* intensify efforts to thoroughly mechanize and 


secure more tonnage per man 


provide capital equipment for the reduction 


of mining costs 


* improve existing mines through the use of 


newer and more efficient equipment 


* mine coal more cheaply —use better prepa- 


ration methods 


A McGraw-Hill Publication, 330 West 42nd Street, New York 18, N.Y. 


Due to the increasing use of machinery, coal mining 
in the United States is already the most efficient and 
productive in the world — and mining men intend to 
keep it so. Now is the time to study your sales and 
advertising programs, product by product, to make 
sure you obtain your share of this expanding market. 


Since 1911 COAL AGE has been the leading technical 
publication serving operating executives, managers 
and supervisors engaged in the production and pri- 
mary distribution of anthracite and bituminous coal. 
More of these men pay to read COAL AGE than any 
other magazine devoted exclusively to the industry. 
Year after year, advertisers have consistently recog: 
nized the importance of COAL AGE for carrying their 
sales messages to these important buying influences. 
In 1948 COAL AGE contained 785 more pages of 
advertising than any other magazine serving the in- 
. and 154 of its advertisers used COAL AGE. 
exclusively. 
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THIS VALUABLE 
NEW TOOL TO HELP YOU 
MAKE NEAT, ACCURATE 
LIGHTING LAYOUTS.... J 


The new GUTH Plonned Lighting Layout Guide saves you time and effort in 
laying out your Lighting Ploms it mode of ngid durable tronsporent plow 
material coretully punched with aoccurote soled guides into which your 
pencil fix You can really Ay through even the most complicated layout pion 
Sealed in both \e-inch ond \& inch to the toot the GUTH Layout Guide carries 
on inch Scale an Architects Scale ond Symbo! Guides te cover Auvorescent 
end incondescent lighting units as well as common electrical symboh 


Write tor your GUTH Layout Guide today on your Compony 


lemerheod lo assure prompt handling ask tor GUTH Layout 
Guide No. 3! ¢ u 


Tet tOwim ¢ Gutm €O. + SF tours 








No. 12 ina series of Electrical 
World reports on successful 
industrial advertising aimed 
at clearly defined objectives. 
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New sales campaign for 
DOMESTIC ENGI.- 
NEERING field, em- 
blemized by the poster 
reproduction at the 
right, is industry-wide 
springboard for new 
accomplishments. 
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16 Page Booklet on 
Food Service Contest 
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Leading Agencies 
help make MODERN 
RAILROADS Today's 
Leading Advertising 
Medium to Railroads 
—See page 47. 
All of the Top 5 
Agencies placing 
Business Paper Space 
in 1947 and 1948 
used MODERN RAIL- 
ROADS— 
1. Fuller & Smith 
& Ross, Inc. 
2. J. Walter Thompson 
Company 
3. Batten, Barton, 
Durstine & Osborn 
4. G. M. Basford 
Company 
5. The Buchen Company 
=e 


And — these o. *r 
agencies among the 
first 25: 


James Thomas Chirurg 
Company 

Evans Associates 
Griswold-Eshleman 
Company 

Russell T. Gray, Inc 
Klau-Van Pietersom- 
Dunlap Associates 
Kudner Agency 
MacManus, John & 
Adams, inc 

Meldrum & Fewsmith 
Newell-Emmett Company 
Sutherland-Abbott 
Walker & Downing 


To these and over 100 
other advertising agen 
cies now using 
MODERN RAILROADS 


we say 


Thanks for recognizing 
what in less than 4 
years has already be- 
come the top advertis 
ing medium to _ rail 
roads 


Modern Railroads 
Publishing Co. 


201 N. Wells St., 
Chicago 6, Ill. 
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IM Went South this Winter 

To Tue Eprror: The roving re- 
porter caught me in an off moment 
while reading the current issue of 
INDUSTRIAL MARKETING. 

I've been getting oriented down 
here at Cypress River Colony, Pom- 
reno Beach, Fla. Made the trip with 
the irailer without accident — 1,630 
miles. E. A. Gebhardt (president, 
Gebhardt & Brockson, Chicago) and 
his wife are expected here around the 
14th, when we will all make a flying 
trip to Key West.—Freperic I. 
LACKENS, advertising manager, Hays 
Corp., Michigan City, Ind. 


Ad Departments Do Agency 
Work—Entitled to 15% 


To Tue Eprror: Apparently your 
editorial last June started something 
that keeps the mail box full. I'll be 
“frank” about this thing—I’d like to 
be an advertising manager and dis- 
patch news to an agency—"do this,” 
“do that”—and scratch up the copy 
and scream and throw stuff in waste- 
baskets, etc. but, what about the 
company? Art work costs the agency 
money, copy takes time to write, and 
that’s all paid out of my budget. Our 
business is a vertical field within a 
vertical field and you don’t often find 
an agency that feels it can employ 
a man and keep him on the payroll 
for a year to learn enough to serve an 
account that has a comparatively 
small billing. So what would you do— 
you'd do the same as I have and many 
other companies; you'd start slow 


Letters 


to the Editor 


and educate your own help and the 


first thing you know you'd probably 
have an advertising department. 

Now that department costs money 
to maintain and is the company’s pri- 
vately operated agency, and is better 
than any agency because it works full 
time——not just pulling stuff out of the 
file before the client steps in the of- 
fice. 

I feel that the department is en- 
titled to 15% the same as any other 
agency—don’t you? 

As usual, some of the letters you re 
getting are going to miss the point 
entirely—they re going to champion 
the agency cause because they're en- 
joying the 10-to-3 hours with two 
hours off for lunch. 

Some agencies will do better jobs 
than the company departments, but 
that depends on particular situations. 
Unfortunately, no agency man—as 
such—has seen fit to speak in his own 
behalf. 

Fair minded agency men will, I'll 
bet you, be perfectly willing for spe- 
cialized, hard to handle, fields getting 
the same cut that the agency does 
when the companies do all theif 
own work. How about it?—D. W. 
SAUNDERS manager, sales promotion, 
Eimco Corp., Salt Lake City. 


The Copy Chasers Stop 
a Short-Stop Short 
To Tue Eprror: Copy Chasers’ 
criticism in the March issue o! our 
“Industry’s Shortstop” advertisement 
is well founded. Some of our people 
(Continued on Page 12) 
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Decision to go ahead is 





reached, hotel corporation 
formed, and local firm of 
architects and engineers 


commissioned. Now . 























Heating, piping and air conditioning 
specialists on regular staff of this local 
consulting organization prepare plans and 
specs covering air conditioning, 


refrigeration, and heating. But also... 




















Owner retains as personal 
agent an engineering 
corporation with wide 
experience in big building 
field, and... 














" \\ 
This engineering corporation with 
headquarters in’ distant city appoints, 
from its staff, local construction manager 


who “‘lives with the project.’ Then . 




















All of These Men 











full Bids invited, local contractor awarded air conditioning, —as Checked—A re 


the refrigeration and heating contract, and equipment 


purchased by contractor according to specs — with Paid Subscribers 


en- contractor usually allowed choice between two or 


her three specified manufacturers. 4 . & A C 
fo 7 * e Ld 















" KEENEY PUBLISHING CO. 
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6 Nerth Michigan, Chicago 2 


vn AIR CONDITIONING 
HEADQUARTERS 


Also Publishers of 
AMERICAN ARTISAN 
for the Residential Field 
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in Advertising Volume 








Sell the 


$12,500,000,000 


MEAT 
PACKING 


a . .. 


all the way 





to the top... 


. in the one publication that has 
built intensive coverage and read- 
ership at every decision-making 
level . . . that is read now, as it 
has been read since 1891, by the 
men who make the buying deci- 
sions in meat packing plants that 
and buy in 


produce in volume, 


volume eee 


THE 

NATIONAL 

PROVISIONER 

and ANNUAL MEAT PACKERS GUIDE 


Write for the up-to 
date, 4-Ppage survey, 
“Meat Packers Modern 
izing Plants.” It’s a 
detailed study of plant 
equip 
purchase pro 


xpansion and 
ment 
grams of 632 meat 


packing plants 








407 S. DEARBORN ST., CHICAGO 5 
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Letters 

| CONTINUED FROM Pace 8] 

here at the home office also called at- 
tention to the fact that we might have 
spent a little more money on this fig- 
ure. 

Cleveland—the city of champions 
as announced regularly over our 
WGAR— has a good shortstop and 
our artist did not have the famed 
“Lou” in mind when drawing this 
sketch. A “closing-date” and “econ- 
omy” dictated the end-result (selling 
VALIMITOR Starters), but next 
time, we promise more agility be- 
tween second and third bases.—H. 
K. Liepy, Electric Controller & Mfg. 
Co., Cleveland. 


Another “Biggest Ad in a 
Single Issue’ 

To Tue Eprror: In a supplemen- 
tary issue of Motorship, New York, 
for June, 1919, Schneider et Cie., the 
great French engineers, ran a 68 con- 
secutive page advertisement. In the 
May, 1923, issue of Motorship the 
Falk Corp. of Milwaukee, ran a 68- 
consecutive-page advertisement. In 
1932, the Winton Engine Co. (now 
General Motors Corp., Cleveland 
Diesel Engine Div.) ran a 32-con- 
secutive-page-advertisement in World 
Petroleum. 

I happened to have personally pro- 
posed, negotiated and sold these three 
outstanding advertisements.—T. Or- 
CHARD LISLE, joint editor-publisher, 
Oil Forum, New York. 

Agency Should Sell—Not 
Demand 15% Subsidy 

To Tue Eprror: I wish to offer a 
rebuttal to Henry Liebschutz’s reply 
to my recent note on agency commis- 
sions. Like most of the people who 
have attempted to defend the agency 
position, Mr. Liebschutz missed the 
boat. 

The first point: Just whom does an 
agency propose to serve? Mr. Lieb- 
schutz’s position is that, as a “dis- 
tributor” for a publication, he is en- 
titled to a discount. We are all agreed 
that this agency discount  busi- 
ness came into being because agen- 
cies were, in fact, distributors for the 
publications in the early days of ad- 
vertising. They worked hard at the 
job and were entitled to the discount. 
But today you won't find a single 
agency which doesn’t say that its job 
in life is primarily serving the clients 
whose money it spends. 

In effect, all agencies will tell you 
that they are an extension of the ad- 
vertisers' sales and advertising de- 
partments. That sort of knocks the 
props out from under Mr. Liebschutz’s 
position. At least it does in my way of 
thinking, because he cannot serve two 
masters at the same time. In justifi- 
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cation, I refer you to the Biblical in- 
junction. 

So that leaves Mr. Liebschutz in a 
rather awkward position. He is col- 
lecting 15% from a publication for 
services which he doesn’t render. 
That, in itself, is unethical. Let’s put 
it another way. Mr. Liebschutz claims 
that he is a distributor. Our distrib- 
utors are most all exclusive distrib- 
utors. True enough, in certain cases, 
they handle other manufacturers’ 
wire. But they feature ours and unless 
a customer insists on someone else's, 
they probably will get ours. That isn’t 
the way I would want an agency to 
select trade papers for me. All agen- 
cies are supposed to have highfalutin 
media selection departments, charged 
with the fine purpose of selecting for 
the advertiser the best publications in 
each field. This last fact just can’t jibe 
with the fact that agencies class them- 
selves as distributors. Does Mr. Lieb- 
schutz contract with the various pub- 
lications for a block of space, and 
then go out and peddle it to the vari- 
ous advertisers who may have use for 
the space? I'll bet he doesn’t. 

An agency comes into an 
trial concern, gets confidential infor- 
mation that would by no stretch of the 
imagination be given to a common 
distributor or, if you will have it, a 
peddler. Agency people get in on 
management problems, just as we do, 
and after considering all the factors 
in the marketing of a product, they 
design and see that an appropriate 
advertising program is erected. | 
think they are debasing their call- 
1 they want to do that 
You don’t find architects 
around and 


indus- 


ing when 
for 15%. 
and engineers going 
getting 15% from the man who will 
dig the basement, from the man who 
puts up the steel, from the man who 
encloses the building, from the elec- 
trical contractor, and from all the 
other people who must go ahead and 
do their work before the building is 
complete. But advertising agencies 
want to do that. I say that there is 
something wrong with an advertising 
agency if it cannot stand on its own 
two feet and go out and sell what it 
has to sell in a competitive, open mar- 
ket without demanding from a pub- 
lisher 15% in subsidy. 

All an agency is actually doing 
when it collects a 15% discount from 
the publication is sugar-coating the 
bill to the advertiser. The agency says. 
“I can get the 15% and then you wont 
have to pay me anything more’ or. 
i “You will have to 
pay me only a little 
wouldn’t think very much of an archi- 
tect who came to you on that kind of 
a basis and tried to do his selling ™ 
that way. Then why should we have 

(Continued on Page |!0) 
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Make no mistake about it. Because people everywhere are once again looking 
twice at price tags, questioning the dollar value of everything they buy, industry’s 
major effort is geared to DESIGNING FOR LOWER COSTS. And the men who 
spearhead this drive for lower-cost products are the design-engineering readers : 


of PRODUCT ENGINEERING. 


Right now . . . everywhere in industry .. . these men are designing the new prod- 
ucts which can sell successfully in competitive markets 


. searching for better electrical and mechanical parts, for better materials, 
sub-assemblies, and finishes, and putting them to work in new designs 
whenever they find them 


.. redesigning production machinery and other equipment to get faster, 
steadier, more precise, lower-cost manufacturing 
and asking about your product components, and everybody else’s: 


Will they boost quality...make our product amore desirable buy? 


Will they bring costs down? 


From here in, design engineers will be asking those two searching questions with 
rising intensity. If your product components provide good answers to them, now is 


certainly the time to say so. And, by all means, say it in PRODUCT ENGINEERING 
... the one design-engineering magazine product-design engineers pay 
to read 


...the one magazine which gives you 18,000 paid subscribers who 
identify their job function as product design 


...the one magazine which gives you readership by industry’s top 
buyers of parts, materials, sub-assemblies, and finishes ...name- 
by-name, title-by-title, company-by-company. 





















THE MEN WHO DESIGN AMERICA'S 
NEW PRODUCTS READ 
PRODUCT ENGINEERING 


Lea’ Pas 


ishing for Lower Costs is @ challenging problem to which 
POUCT ENGINEERING supplies many answers in every 
* These answers will reach a new high in June... 
% issue completely devoted to Designing for Lower 
. Watch for it. And if PRODUCT ENGINEERING does 
teach your desk regularly, write now and ask us to 
"ve @ copy for you. This issue seems sure to set a 
high mark in useful and timely industrial publishing. 





A McGraw-Hill Publication 
McGraw-Hill Building, New York 18 








This is the Market Place 


where 


Buyers and Sellers 


of SURPLUS 
INDUSTRIAL 
EQUIPMENT 


have met for 25 years. 


SURPLUS RECORD goes to more than 
20,000 plants—reaching buyers and sellers 
of new, used and rebuilt machine tools, 


electrical and construction equipment. 


SURPLUS RECORD offers a unique vehicle 
for reaching buyers of your surplus products. 
Here editorial and advertising pages enjoy 
the same high readership. Advertisers who 
keep records of inquiries, report SURPLUS 
RECORD pulling power far greater than 


any other type of medium. 


Investigate this big market now. uu 
Get the complete story — dd. 


write for current copy. 


VOR PLOW 
RECORD 


The Magazine of Used and Rebuilt Machinery 


20 NORTH WACKER DRIVE CHICAGO 46, ILL. 





Packaging Industry Sees 
Stimulus in New Designs 


While supply steadily caught up with 
demand in the packaging field in 1948, 
recently accelerated return to full pro- 
duction indicates stiffer competition in 
1949. Former shortages in strategic 
basic materials, and some apparent mal- 
distribution, seem to have lessened. 

With respect to pig tin which is still 
under, government control (Public Law 
606) an allocation has been made for 
the production of tin plate which will 
assure the packaging industry during 
the first 6 months of 1949 a quantity 
equal to one-half of the quantity con- 
sumed during the full year of 1947. 
This will also hold true, in general, on 
tin allocation for other packaging uses. 

Insofar as other metals are concerned, 
the packaging industry should receive 
approximately the same amount of lead, 
aluminum, and steel during 1949 as it 
received in 1948, unless unanticipated 
developments occur. 

With newly expanded facilities op- 
erating at near peak production, ample 
supplies of paperboard and paper 
packaging materials seem assured. The 
same is true of the raw materials that 
go into the preduction of wood, glass 
and textile containers. 

Vew Packaging Indicated 

Industry. however. seems to be con- 
stantly in a state of jitters with re- 
spect to the impact of the national stock 
piling program on materials classed as 
strategic and which are in tight supply. 
The present consensus is that this pro- 
gram, so important to national defense, 
will continue to be carried forward 
without serious disruption to essential 
industrial production. Container manu- 
facturers, under present policy, appear 
to have no cause for alarm and should 
be able to plan ahead on much the same 
basis as during the past year. The year 
1949 will be much more significant for 
trends and developments within the con- 
tainer and packaging industry itself 
rather than for the impact of outside in- 
fluences reflecting from government pro- 
grams. Reports and data emanating 
from packers and consumers point out 
that 1949 will probably be the most im- 
portant year in the last decade insofar 
as the advancement of certain types of 
new packaging methods and techniques 
are concerned. One fact, too commonly 
overlooked, is that the packaging indus- 
try cuts across 99° of all of the retail 
outlets in this country, from the na- 
tional chain to the smallest neighbor- 
hood store or pharmacy. 

Packaging designs do influence sales, 
and there is real value to distinctive 
packaging. No longer is it adequate 
for a packer to rely alone on the 
reputation of his firm over a_ period 
of years to produce sales. Thought must 


DP Trends 
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constantly be given to ways of making 
his product stand out over similar 
products. Effective packaging is one of 
the surest ways of doing this, and the 
container manufacturer and industry 
that follows through all the way to the 
consumer, is the one who will most like- 
ly be getting his share of business as we 
move more and more into an era of com- 
petition. Consequently, the packaging 
industry is alive with new ideas and im- 
provements to stimulate choice in con- 
tainer selection. Visibility packaging. 
transparent window cartons, cellophane 
bags and over-wrapped trays, colorful 
display cartons, carry-home containers 
with handy straps, dispenser packages, 
pre-packaged meats and foods, and unit 
packages, designed for both attractive- 
ness and shelf protection, will receive 
their share of attention. In addition, new 
materials are constantly being tested 
and developed, not only toward in 
creasing the attractiveness of new pack 
ages but to do a better job of packaging 
insofar as protecting the contents of the 
package from the producer to the con- 
sumer. 

Another phase of packaging that will 
receive definite attention from industry 
during 1949 is materials handling. Ef 
ficient materials handling is one of the 
surest ways of reducing distribution 
costs. Particular attention will be given 
to methods that will result in any 
savings of loading and unloading costs. 
Consequently, palletizing and unit-pack- 
ing is continuing to be adopted by more 
and more shippers at an accelerated 
pace. Furthermore, the immediate out- 
ward savings in proper materials han- 
dling, such as labor, are not the com- 
plete story. There is the not inconsid- 
erable reduction of damage costs, of pil- 
ferage, of freight savings, and the con- 
servation of raw materials achieved. 
With the continued rise in manufac- 
turing costs, outright waste due to faulty 
packaging and improper handling is ex- 
tremely burdensome and unnecessary. 
Proper handling, while certainly not the 
sole answer to this problem, will help 
assure the safe arrival of the product 
at its destination without abnormal 
damage from container failure. 

Glass Containers 

Shipments of glass containers during 
September “48 recovered somewhat from 
a midsummer regression to reach the 
highest monthly totals recorded by the 
industry since March °48. It brought the 
third quarter shipments to the highest 
of the vear. 26.898.000 gross, This com- 
pares favorably with the 26,966.000 
gross of glass containers shipped dur- 
ing the third quarter 1947, and is not 
far below the 29,657,000 gross shipped 
during the third quarter of the indus 
try’s peak year 1946. Coupled with the 
tight outlook in tin and steel, these fa- 

(Continued on Page 1/6) 
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OIL MEN cannot possibly read 30 or more oil papers... 
or 20 oil papers...or 10 oil papers...or 5 oil papers... 


= 1$0... More and more oil men are concentrating their valuable 
. reading time in the leading paper, where they are assured of more 
technical articles and full news coverage, presented in a clear, fast 
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Dig For 
Gold 
in ‘49 


Ti. postwar westward 
Gold Rush is helping to build 
rich and growing electrical 
markets in the Far West. 
Migrating people, expanding 
industries, high purchasing 
power, vast stores of natural 
resources, unprecedented 
construction programs — all 
contributing to the new Gold- 
en Era. 


H.. are some gages of 
market potentials: Western 
population is growing at five 
times the national rate .. . . 
One-fifth of all construction 
is in the Far West... . In- 
dustry is expanding on the 
West Coast at triple the rate 
for the U.S... . . Power sys- 
tems are spending $735,000,- 
000 on new facilities in the 
Far West in 1949 .... More 
than 350,000 new electrical 
customers will be added to 
Western power lines this year. 


Bwyins Power Survey No. 
191 spells out the electrical 
aspects of this market in de- 
tail. Ask for your copy. 
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C. 
Publisher 


257 advertisers used 1087 pages 
of advertising to cultivate electri- 
cal business in the West in 1948 


ABC ABP 


ELECTRICAL 
WEST 


68 Post Street. San Francisco, Cal. 
A McGraw-Hill Publication 


For more than 60 years Spokes- 
man for the most highly electri- 
fied region of the U. S. 
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By KEITH J. EVANS 


Good Literature for Jobbers 


As you know, we sell extensively 
through jobbers and as more com- 
petitive conditions approach, we are 
considering preparing advertising lit- 
erature for them. In the past we have 
not done very much along this line 
largely because the jobbers seem to 
have very little interest in distributing 
our literature. We have seen bundles 
of material go begging, collect dirt 
on shelves, and finally be thrown 
away. 

Have you any comment on this 
situation? Is there a way to stimulate 
the jobbers to use manufacturers lit- 
erature intelligently ?——-ADVERTISING 
MANAGER 
We agree with you that it has been 

difficult in the past to stimulate job- 
bers to use manufacturers literature 
aggressively. Probably the fault has 
been on both sides. First, the manu- 
facturer usually does not prepare very 
good literature for the jobber and 
usually insists on using his own name 
and address on it so that the jobber 
is forced to use a rubber stamp or not 
have his name and address register 
at all. Second, the jobber generally 
does not have a regular routine for 
distributing the manufacturer’s lit- 
erature, except to give a small supply 
to each salesman hoping he might use 
it to advantage. 

If the manufacturer will prepare 
special literature for his jobbers and 
place their name and address prom- 
inently on it, the jobber will be much 
more interested. 

There is such a great tendency on 
the part of everyone to want to do 
business with the manufacturer, that 
the jobber usually feels that he has 
little opportunity for getting value 
from the distribution of literature 
where the manufacturer’s name and 
address is included. The manufacturer 
will do well to show his sincerity in 
having the jobber get the business 
from literature he distributes if he 
will feature his own name in con- 
nection with the product but elimi- 
nate any mention of his own address. 

Then, if the manufacturer is able 
to inspire the jobber to develop 
special promotional campaigns using 
his literature and also to encourage 
the jobber salesmen to use it as an aid 
to their calling, manufacturer’s adver- 





Problems 





tising literature will prove definitel) 
profitable. 

Manufacturers can also do more to 
improve their jobbers’ literature s: 
the jobber salesmen will be proud and 
anxious to present it to customers and 
prospective customers. 

When one considers the small cost 
of advertising literature compared to 
the high cost of personal calling, it 
will readily be seen that the manufac 
turer gets double value for literature 
that is aggressively and intelligently 
used by the jobber and his sales force. 


More About Small Industrial 
Jobber Promotion 

Thank you very much for your 
kind reply to our letter about sales 
promotion planning in our business. 
Unfortunately, we failed to make 
clear to you our specific type of 
business. It is not a manufacturing 
business—although we service, re- 
wind, and repair electric motors 

but an industrial distributing 
business and we are.therefore, in- 
dustrial distributors of all lines of 
industrial supplies sold to manufac- 
turing plants and farms. We also 
have sub-dealers such as hardware 
stores, small electric appliance 
shops and farm cooperatives. We 
distribute belts (V, etc.), hack saw 
blades, belt lacings, belt dressing 
files, lubricating oils, fuses, switch 
blocks, portable electric tools and 
the regular line of industrial sup- 
plies. 

We have one salesman who 
travels in 18 counties calling on 
electric shops, hardware stores, ma- 
chine shops, manufacturing plants, 
institutions, laundries, farm coop- 
eratives and other types of buyers. 

Our immediate problem is to plan 
a promotional campaign to reach 
prospective buyers of industrial sup- 
plies to whom we have not sold be- 
fore. This will necessitate a mail- 
ing list in our 18 counties. The 
usual mailing lists prepared by 
chambers of commerce are not suf- 
ficiently complete to include all 
the varied types of outlets we sell 
Whether we can purchase economi- 
cally a mailing list just for 18 
counties, we do not know. We 
thought of a Dun & Bradstreet 
directory for this. It might not work, 
however. 

We also run into the problem o! 
having items in stock that ou 
regular customers do not know w 
carry. That is why we suggeste 
having a large card printed with : 

(Continued on page 11°) 
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Regardless of its design or completeness, your catalog’s ability to 
produce sales for you depends on how effectively it is distributed . . . 
and how often it is used after it is distributed. 





















Pre-filing your catalog (in one of the units of the McGraw-Hill Catalog 
Service,* for instance) gives you the advantage of knowing that: 


. it will be distributed to men whose buying responsibility is carefully 
determined and constantly checked. 


. it will be received only by men who have clearly defined interests 
in your product line. 


. it will be delivered in a bound volume — will not be lost, mis-filed 
or thrown away. 


. it will be correctly classified by product and indexed by company 
name — instantly accessible to customers when buying needs arise. 


. it will be liquidated annually, thus eliminating obsolescence of your 
product data. 


OK It will pay you to investigate the McGraw-Hill Catalog Service 
plan if you have products to market in the MINING, TEXTILE, 
ELECTRICAL or FOOD PROCESSING Industries. 


Your catalog, pre-filed in a McGraw-Hill Catalog Unit, receives 
the distribution benefits of our intimate knowledge of the men 
in these great industries — where they fit, what buying influence 
each has, which products they select, what their buying pro- 
cedures are . . . a knowledge which reflects the information 
gained from more than 19,000,000 contacts by mail, a quarter 
of a million personal contacts — and over 100,000 man hours 
checking every authoritative directory published. 








Our representative will be glad to show you the evidence. 
Write or phone. 
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WINDOW & STORE 
DISPLAYS 


FULL COLOR 
PHOTOGRAPHIC 
DISPLAYS 


FULL COLOR 
MURALS 


FULL COLOR 
PHOTOGRAPHIC 
TRANSPARENCIES 


DISPLAY STANDS 
EASELS — SIGNS 
POSTERS — CHARTS 


WOOD & MASONITE 
PRODUCTS 


Custom Designed 
and Quantity 


Write or call 


AD-CRAFT, INC. 
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1624 DELMAR BivD. 


CArfield... 3995 
ST. LOUIS 3, MO. 


iy) Industrial Shows 


May 2-4. Forest Products Research 
Society Show, Grand Rapids, Mich. 

May 5-6. American Society for Quality 
Control Third Annual Convention, Cop- 
ley Plaza Hotel, Boston, Mass. 

May 8-15. Southwestern Industrial Ex- 
position, Will Rogers Memorial Coli- 
seum, Ft. Worth. 

May 9-12. American Mining Congress 
Coal Convention & Exposition, Public 
Auditorium, Cleveland. 

May 10-13. American Management 
Assn. Packaging Exposition, Auditori- 
um, Atlantic City. 

May 10-13. Lithographers National 
Association Convention, Mission Inn, 
Riverside, Calif. 

May 12-13. Fourth Spring Meeting 
Instrument Society of America, Royal 
York Hotel, Toronto, Canada. 

May 15-20. Radio Parts & Electronic 
Equipment Conference-Show, Chicago. 

May 16-20. National Oil Heat Ex- 
position. Mechanics Hall, Boston. 

May 19-21. Automotive Engine Re- 
builders Assn., Baltimore. 

May 24-27. National Restaurant Show, 
Atlantic City. 

May 29-June 3. American Water 
Works Assn., Stevens Hotel, Chicago. 

May. 30-June 10. Canadian Interna- 
tional Trade Fair, Toronto, Canada. 

June 6. National Industrial Service 
Assn., Hotel Jefferson, St. Louis. 

June 19-24. 3rd International Store 
Modernization Show, Grand Central 
Palace, New York City. 

June 20-22. National Assn. of Pur- 
chasing Agents “Inform-a-Show”, Ste- 
vens Hotel, Chicago. 

June 27-30. American Electroplaters’ 
Society Convention, Hotel Schroeder, 
Milwaukee. Wisc. 

July 21-27. Modern Store Fronts Fix- 
tures and Equipment Show, Soldier 
Field, Chicago. 

Aug. 7. Automobile Accessories Assn., 
Navy Pier, Chicago. 

Aug. 9-12. Western Packaging Expo- 
sition, Civic Auditorium, San Francisco. 

Aug. 15-17. Society of Automotive En- 
gineers, Multnomah Hotel, Portland, 
Oregon. 

Aug. 23-26. National Assn. of Power 
Engineers, Hotel Sherman, Chicago. 

Sept. 11-14. National Industrial Stores 
Assn., Ambassador Hotel, Atlantic. 

Sept. 12-16. National Instrument Con- 
ference & Exhibit, Municipal Auditor- 
ium, St. Louis. 

Sept. 19-22. Allied Railway Supply 
Assn., Sherman Hotel, Chicago. 

Sept. 21-23. Direct Mail Advertising 
Assn., Congress Hotel, Chicago. 

Sept. 26-28. National Electronics Con- 
ference, Edgewater Beach Hotel, Chi- 
cago. 

Week of Oct. 2. American Transit 
Assn., Auditorium, Atlantic City. 

Oct. 3-6 National Frozen Food Locker 
Assn. and Frozen Food Locker Institute, 
Chicago. 


Oct. 4-7. Industrial Packaging & Ma 
terials Handling Exposition, Convention 
Hall Detroit. 

Oct. 12-15 National Hardware Show, 
Grand Central Palace, New York City. 

Oct. 17-20. Federation of Sewage 
Works Assn. Hotel Statler, Boston. 

Oct. 17-21. National Metals Exposi- 
tion, Cleveland. 

Oct. 19-22. National Assn. of Photo 
Lithographers, Hotel Pennsylvania, New 
York City. 

Oct. 20-23. National Auto Wreckers 
(ssn., Chicago. 

Oct. 23-26. Annual Conference & 
Products Exhibit of the National In- 
stitute of Governmental Purchasing, 
Hotel Cleveland, Cleveland. 

Oct. 24-28. National Safety Congress 
Exposition, Chicago. 

Nov. 1-5. Pacific Chemical Exposition, 
Civic Auditorium, San Francisco. 

Nov. 4-6. Annual Paint Industries 
Show, Chicago. 

Nov. 5-8 American Institute of 
Laundering, Auditorium, Kansas City, 
Mo. 

Nov. 14-18. 6th All-Industry Refrig- 
eration & Air Conditioning, Exposition, 
Auditorium, Atlantic City. 

Nov. 28-Dec. 3. Chemical Industries 
Exposition, Grand Central Palace, New 
York City. 

Nov. (date not set). Building & Fac- 
tory Maintenance Exposition, 71st Ar- 
mory, New York City. 

Nov. (date not set). Midwest Engi- 
neering & Power Exposition, Chicago. 


1950 
May 8-12. American Textile Ma- 
chinery Exhibition, Atlantic City. 
Week of May 22. National Marine Ex- 
position, New York City. 
Sept. 26-29. Iron & Steel Exposition, 
Cleveland. 


1952 


May (tentative). International Fet- 
roleum Exposition, Tulsa. 
Foreign 
Mar. 1-6. Salon De La Machine agri 
cole, Paris. 
Apr. 30-May 15. Brussels Interna- 
tional Industries Fair, Brussels, Bel- 


gium. 

May (date not set). International 
Trade Fair, Antwerp, Belgium. 

May 2-13. British Industries Fair, Lon- 
don, Birmingham. 

May 7-17. Swiss Industries Fair, 
Basle, Switzerland. 

May 30-June 10. Canadian Interna- 
tional Trade Fair, Toronto. 

Opened July 10, 1948, 10 year ex- 
position. International Exhibition of In- 
dustry & Commerce, Petropolis, Brazil. 

June 19-July 4. International Trade 
Fair, Strasbourg, France. 

Nov. (date not set). Building Exhibi- 
tion, London. 
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Tell your product story in the 
important July PIT AND QUARRY-— 
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McGRAW-HILL DIGEST 


The international English- 
language business and 
management magazine 
which reaches 30,000 busi- 
nessmen, industrialists and 
engineers in all parts of 
the world. The first export 
business paper ever to 
qualify for ABC recognition. 












INGENIERIA INTERNACIONAL 
INDUSTRIA 

delivers paid circulation 
contacts with 15,000 engi- 
neers and industrialists in 
Latin America. 































The First Pan American Engineering Congress Rio De Janerio — July 15th to 24th, 1949 
Ask your McGraw-Hill International representative to tell you about this significant meeting of the leading engineers and industrialists 
of Latin America. CONSTRUCCION will be distributed to all delegates and will publish the most important papers in its July 1949 issue. 


Big construction projects in Latin America need U.S. equip- 
ment in large quantities. That’s why almost half of the U.S. 
construction machinery exported is sold in Latin America. 

Latin America depends on U.S. equipment to do its heavy en- 
gineering construction projects such as the $292 million Valse- 
quillo Dam in Mexico; the $61 million Rio Doce mining develop- 
ment in Brazil; the $18 million Rio Grande hydroelectric project 
in Colombia; the $83 million Steel Mill in Chile; the $33 million 
Chimbote mining development in Peru; the $400 Refinery con- 
struction program in Venezuela; the $30 million Comodoro 
Rivadavia pipeline in Argentina. 

Construccion is published in Spanish and has been serving 
the men in the Latin American construction industry for more 
than 30 years—has more circulation and carries more advertis- 
ing than any other magazine reaching this great market for 
U.S. construction equipment. 

Call or write your nearest McGraw-Hill International repre- 
sentative for additional information on Construccion and the 
market it serves. He’ll be glad to explain how you can profit by 
telling the men who read Construccion what your equipment 
can do to help solve their construction problems. 


— 
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University City, Coracas, Venezuela —a $150 million development 
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By RICHARD L. EDSALL 
Vice-President 
Charae of Research 
umes Thomas Chirurg Co. 


ANY of us have long been both- 

ered by the problem of finding 
out from Starch readership reports 
on business papers, just what the 
ratings really can mean in terms of 
sales objectives. 

We know, from 
studies and those we make for clients, 
that the ratings themselves, unless 
properly analyzed, have little signifi- 


Starch’s own 


cance. 

| just saw the booklet, “Starch 
Ratings for 180 Top-Ranking Indus- 
trial Advertisements,” published by 
McGraw-Hill Publishing Co., New 
York. While going through the book- 
let. | had the opportunity to review 
in my mind some of the ways that it 
Is possible to misinterpret these rat- 
ings. The booklet includes warnings 
against some of these mistakes but a 
quick reader could easily overlook the 
warnings and go wrong. 

| agree with McGraw-Hill on the 
right and wrong ways of using Starch. 
The booklet has only one purpose, 
an! a very good one: to show how 
exceedingly well-read many industrial 
ad\ertisements are. 

| am using the booklet as a case 
stuly. to hold together this analysis 
of the wrong and right ways of using 
Starch. 
the whole point of doing this is 
so that you and I| and all of us who 
a) out good money for the reports 
wort waste all the time and money 
we put into them and all that Starch 
put into them, by reaching meaning- 
less or misleading conclusions. 

Vistake No. 1—Disregarding space 
cost jactor. The booklet compiles data 
on |) advertisements rated by Starch 
nm h of 18 issues of Power. and 
alte looking over the 180 ads se- 
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lected, draws some conclusions as to 
what makes an ad become a leader. 

Those who have ever seen or used 
a Starch report will remember that 
three readership classifications are 
used: 

“Noted” Denotes 
were shown an ad by an interviewer 
and who noted or recalled some out- 
standing element, such as a headline 
or illustration. 

““Seen-Associated” Denotes read- 
ers who could associate the ad with 
the name of the advertiser. 

“Read Most’ —Denotes readers who 
had read at least half the copy. 


readers who 


Scores Useless Without Facts 


The ads selected in each issue were 
those with the absolute highest scores 
in percentages of Power readers who 
were interviewed by Starch and who 
remembered seeing the ad at all 
that is, the ones which got the greatest 
percentages “noting” those ads. These 
high “noted” scores are interesting 
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How to Get the Meat Out of Starch Reports 


and significant, but only when con- 
sidered in connection with other facts. 

McGraw-Hill notes the size of space 
for each ad, and whether or not color 
and bleed were used. These factors 
of space cost should be considered in 
relation to the absolute scores ob- 
tained. But a person not trained in 
correct interpretation could easily be 
guided by the flat percentage figures 
alone, regardless of space costs. 

The first thing wrong with such a 
method of interpretation is that it 
gives an unfair break to the users of 
larger and more expensive space 
units. Naturally, spreads and inserts, 
with bleed and color, get seen by a 
higher number of people than black- 
and-white pages, or two-thirds pages. 
The conclusion one would draw is 
that copywriters and layout men 
given large units to work with are 
doing a better advertising job. 

The only correct way to see which 
ones of a group of ads are doing 
better than others (granted that the 
group is comparable to .begin with) 


CHART 1. Most ‘Noted’ Ads 


(Regardless of Space Units Used or Cost) 


November, 1947 
of Rea "No . 


December, 1947 
2 ers "Noting" 








Valve Mfr. 1 (2<p., 2-color bleed) 64% 
Mfr. 11 (2-p., 2-color) 61% 
Valve Mfr. 2 (l-p., baw) 61% 
Valve Mfr. 3 (2-p., b&w) 50% 


Mfr. 12 (outside back cover, 2-color) {7% 





Mfr. 13 (2=p., bw) 45% 





Valve Mfr. 4 (2=p., bir) 44% 















Valve Mfr. 1 (2-p., 2-color bleed) 53% 






Mfr. 14 (2-p., 2-color) 50% 





2-color) 42% 





Mfr. 16 (2- 






Valve Mfr. 3 (2- 






Mfr. 15 (2-p., b&w) 36% 







Mfr. 17 (inside back cover, 2-color) 36% 





Mfr. 18 (2-p., 2-color) 35% 






















CHART 2. Most ‘Noted’ Ads (When Measured in Ratio to ‘Par, 
or the Average of All Rated Ads per Dollar of Space Cost.) 


December, 1947 


November, 1947 
£ Above Par 


,PAR ZL Above Par , PAR 





bas) 274% is Valve Mfr. 2 (l-p., b&w) 174% im 


Valve &fr. 2 (l-p. 


Mfr, 12 (outside back cover, 2c) LA7% Mfr. 25 (lep., bd) 111% 


ufr, 19 (2/3 p., dé) 147% Mfr, 17 (inside back cover, 2c) 2% 


Valve Mfr. 5 (lep., bdr) 132% Valve Mfr. 5 (l-p., b&w) 84% 


Mfr, 20 (2/3 p., baw) 132% Mfr. 26 (lep., bier) 84% 


s 


Mfr. 21 (l-p., béw) 74% 


Mfr. 21 (lep., bdr) 121% 


Valve Mfr. 6 (l-p., b&w) 116% Mfr. 27 (lep., b&w) 74% 


Mfr, 22 (2/3 p., baer) 95% Valve Mfr. 6 (l-p., bir) 74% 


Mfr. 28 (lep., bi) 67% 





Mfr. 23 (l-p., b&w) 84% 
Mfr. 24 (l-p., b&w) 79% 





Mfr, 22 (2/3 p., dé) 58% 








most recent issues of Power, 39 black- 





is to see which ones deliver more did the best job per dollar of space Ol 
reader attention and more readership cost (for the two months), none were and-white spreads in the same issues, w 
per dollar of space cost. Then you spreads, 14 were black-and-white 87 two-color pages in the three most 
can see whether the copywriters and pages, four were two-thirds pages. recent issues, and the 11] black-and- m 
artists working with spreads and But don’t make the mistake at this white pages in the same three issues. by 
inserts make them deliver more point of concluding that spreads and The percentage of those “noting” st 
“lookers” and “readers” in propor- color are poor buys. It all depends who also “associated” the ad with the as 
tion to the extra cost of those larger on your objective. If you wanr to advertiser was almost exactly the tir 
units. reach the maximum possible number same for each of the four different ca 
This is not only obviously fair on of readers, then inserts and spreads types of space units: 96.3 in every 
the face of it, it is clear from the way are the units to use. Even though case except black-and-white spreads, C} 
that Starch researchers present the pages and fractions of pages usually where 97% of the “noters” also le 
reports. They go to great trouble and give you more readers per dollar, in “associated ”. an 
expense to calculate for every ad. on many cases, they don't give you re ; 7 ol 
“noting.” “‘saleniaetioiien” end dnanahs of Gem. . Can't Rely on ‘Noted ve 
“reading most.” how it compares in Chart 2, however, gets us a lot But it is not true of all industrial me 
“readers” and “lookers” delivered, closer to the true and meaningful in- ads. And “noted” ratings cannot be eff 
per dollar of space cost, with the terpretation of Starch figures. But it relied on as a true measure of even 
average of all the rated ads in the is still far from adequate. There are the minimum impression of your to 
issue. The researchers rank every ad several mistakes still likely to be message on the reader. The booklet the 
in the issue, not on the basis of abso- made. reproduces 25 ads from the 18 issues is 
lute numbers of readers, regardless of Mistake No. 2—Using “noted” of Power. A number of them are ex- 
space cost, but in numbers attracted ratings as major yardstick. To build cellent in most ways, but have poor val 
in ratio to the cost of the space unit. brand preference for an industrial “survival” percentages—that is, low pec 
The researchers do not rate every ad product, it is not enough to flash a proportions of those who noted the , 
in Power, but rate selected ads that billboard impression of your name, as ad and had any idea what company twi 
usually average about 100 per issue. do manufacturers of chewing gum, was sponsoring it. me 
It will be clear how utterly different soft drinks and cigarets. with excel- One. for example, was “noted” by dif 
the picture of ad rankings is, if ads lent results. 55%, “seen-associated” by only 40%, je 
are picked as Starch clearly intends, or less than 73% of those who 
“noted.” Another ad was “noted” by di 


by performance per dollar of space 
cost, if one looks at Charts |] and 2. 

Chart 1 shows, for the last two 
issues of Power covered in the book- 


‘Seen Associated’ Is Must 


Yet the very important fact which 
many people do not realize is that 
“noted” ratings do not mean that 


60°° .““seen-associated” by only iS%: 
a third, “noted” by 51%. “seen- 
associated” by only 36%; a fourth, 


“noted” by 45%, “seen-associated 





let. the leading ads on the basis of 
absolute numbers of those who even your companys name or your by only 28%. Several others had al- E 
“noted” an ad, regardless of space product is seen and remembered. most as great a falling-off. 
cost. (The reason for including only \ll it means is that some part of the All these ads did very well in get- 
two issues in this and other charts, is ad was seen. Starch has another ting “noted.” and several did very val 
that our anlysis of all 18 issues would measure, “seen-associated,” which well in getting “read most.” but these Z 
require a book, not an article). means that your ad was not only seen particular ones might have done 4 
Chart 2 shows the ads which actu but associated with you and your much better job in getting the reader 
ally got the most noting per dollar of product. to identify the advertiser. 
space cost, the way Starch ranks To be “seen-associated” is the very Actually. even being “seen-as-0ocl- 
them. The contrast is tremendous. least you can ask of an ad, for it to ated” is rarely of much value in 1 _ 
In Chart 1, 15 of the 20 leaders for do you the very slightest good. dustrial advertising. You must get a 
the two months are spreads, only Fortunately, most industrial ads the reader to read your copy pretty in 
three are black-and-white pages, none have almost the same seen-associated thoroughly before you have a chance Tay 
are 2/3-pages. ratings as “noted” ratings. I aver- of influencing his thinking enoug' te up. 
Chart 2 shows that of the 2) who aged 49 two-color spreads in the six send in an inquiry. prefer your brand. ~~ 
INC 
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PAR 


November, 1947 


2% Above Par 


CHART 3. Ads ‘Read Most’? (When Measured in Ratio to ‘Par, 
or the Average of All Rated Ads per Dollar of Space Cost.) 


{PAR 


December, 1947 
2% Above Par 


















Valve Mfr. 2 (l-p., bés) 233% 
wfr. 24 (lep. bir ) 200% 
wfr. 29 (l-p., 2-color) 167% 
Valve Mfr, 6 (l-p., bis) 167% 
wfr. 23 (l-p., baer) 167% 
ufr, 30 (lep., bas) 167% 
ufr, 1° (2/3 p., bas) 167% 
Mfr, 20 (2/3 p., b&w) 167% 
vfr. 31 (l-p., baer) 133% 


Valve Mfr. 5 (l-p., bier) 133% 


Mfr. 25 (l-p., bar) 186% 





Valve Mfr. 2 (l-p., baw) 171% 


Mfr, 27 (l-p., bdr) 129% 


Mfr. 24 (l-p., 2-color) 114% 

Mfr. 27 (lep., bier) 114% 

Mfr, 32 (lep., biw, bleed) 114% 

Mfr. 17 (inside back cover, 2-color) 100% 
Mfr, 21 (lep., b&w) 100% 

Valve Mfr, 6 (l-p,, b&w) 100% 


Mfr, 22 (l-p., bar) 100% 






















































































ack- or at least investigate it with others sharply varied interest by product. would be poor. Absolute or even cost 

ues, when he is about to buy. \ third serious mistake which users ratios are neither good nor bad till 
nost If you're going to use only one of the Starch reports can make is to you see how they compare with typi- 

and- measure of the effectiveness of ads, compare all ads on all kinds of prod- cal performance for that kind of 
ues. by Starch ratings. a far better yard- ucts on an absolute basis. Any user product. 

ing” stick than either “noted” or “seen- of Starch’s industrial magazine re- Similarly, in Power, Starch found 
the associated” is the performance in get- ports is likely to fall into this error, that ads on valves, regulators, and 
the ting “read most” per dollar of space because Starch groups ads in them tubing got-so-called “high” ratings 
rent cost. by size of unit, unlike their consumer 36 times out of 49, while ads on lubri- 

very Chart 3 shows. still better than magazine reports, where ads are cants got so-called “low” ratings 16 

ads, Chert 2 the ads which were the actual grouped by like product classes, al- times out of 19. A “below-average” 
also leaders in the two issues we have been most forcing users to make proper rating on oil can be good—a rating 

analyzing. You will note that only four comparisons. well “above-average” on valves can 

of the original 20 shown in Chart | It has been proved over and over be poor. 

still remain among the top ads when that in order to make significant in- In this analysis by the booklet on 
trial measured by this better standard of terpretations of Starch reports, one “leading” ads in Power, and in our 

t be effectiveness. must recognize the tremendous differ- detailed analysis of the November 
ven This still isn’t quite the right way ence in reader interest by types of | and December, 1947, issues, we have 

your to analyze Starch reports and get products. This is just as true in con- noted valve ads over and over. 

klet their true significance. The trouble sumer magazines and consumer prod- 
sues is indicated even in Chart 3 by: ucts as in business papers. For ex- Product Interest 
eX: |. The very high proportion of ample, Starch analyzed 5,305 four- 

DOO! valve campaigns involved (what is color pages in four leading weeklies. They do not represent that high a 
low peculiar about valves?) ; and found that among men: percentage of the ads rated by Starch. 
the 2. The fact that “Mfr. 27” appears 1. The average cigaret ad was seen Nor do agencies handling valve ac- 
yany twice among the leaders in “read by 52%. counts perform a better job on valves 

most” for December (obviously with 2. The average machinery. metal, than they do on other accounts—-nor 
by different campaigns on different sub- or industrial ad, by 36%. better than agencies with no valve 

ON jects). Clearly, an industrial four-color account. It is the interest in the 
who Wistake No. 3—Failure to group page seen by 40° would be good: a product, not the excellence of the ad- 
* by directly competitive ads, ignoring cigaret four-color page seen by 45% (Continued on Page 129) 
oii CHART 4. Valve Ads ‘Read Most’ (When Measured in Ratio to 
irth. ‘Par,’ or the Average of All Rated Ads per Dollar of Space Cost.) 
ted” = November, 1947 December, 1947 
1 al- Roelow ar _, Rabove vex i below per . _, £ Above par 

’ Valve fr. 1 (2-p., 2-color bleed) 508 é Valve Mfr. 1 (2-p., 2-color bleed) exactly average 
ret- + Val " 233 ce Mie 
= es , Valve Mfr. 2 (1 bs bier ) 4 ra ee — Mfr, 2 (l-p., bar) 171% + 
i-p., bh) =178 | (2—p., blew) =438: 
ese arcane 8 me 
a t Valve Mfr. 4 (2=p., btw) 33% | Valve Mfr. 4 (2-p., bie) Lk 
- RAS 

ider ; Valve Mfr. 5 (l-p., biw) 133% : Valve Mfr, 5 (l-p., bier) 86% 

cl- | Valve Mfr. 6 (l-p., bis) 167% | Valve Mfr. 6 (l-p., bd) 100% 

“ Mave utr. 7! AS CR 

ai i-p., 20) -178 Walve Mfr. 7 (1-p., 2-color bleed) 578 
tty , ‘ Valve Mfr. 9 (l-p., bier) 86% 

we Valve ufr, 8 ' * 

to (lep., 20) 9338 A Mfr. 9 (l-p., bier) 83% _— Mfr, 10 (lep., —) 57% 

nd. 
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42 Industrial Advertisers 
Win ABP Awards 


By MERLE KINGMAN 


HAT the judges said about the 

losers was almost more signifi- 
cant than the praise for the winners 
in Associated Business Papers’ seventh 
annual business paper advertising 
competition. 

The 22 judges, whose first-place 
choices in seven divisions of indus- 
trial advertisers were awarded sterling 
silver plaques at a luncheon April 29 
in Philadelphia, made their selections 
with enthusiasm and voiced some 
thoughtful observations on what is 
needed in business paper advertising 
generally. The observations—based on 
examination of all 561 entries but ap 
parently inspired more by the losers 
than the winners—-was ably summed 
up by Martin Goldman, Aitkin-Kynett 
Co., Philadelphia, chairman of the 
judges: 

|. Industrial 
have a clearer concept of campaign 
Among the entries. the 


advertisers should 
objectives. 
stated objective of the campaign was 
Irequ ‘ntly vague and reflected a lack 
of understanding of the basic prob 
lem of the advertiser. 

». Product description is important 
only as it can be related to user-bene 
fits. Industrial advertisers should put 
emphasis far less on product de 
scription and far more on end re 
sults for the user. 

}. Industrial 
not try to pack everything in one ad. 


36 


advertisers should 


The average reader hasn't the time to 
assimilate all the perfectly 
points that the industrial ad often 
tries to cover. 

1. Keep copy concise. Make claims, 
support them briefly. Don’t write a 
text book. Let literature or salesmen 
help do the selling job. 


good 


1,683 Ads Compete 


These, in a nutshell, are the criti- 
cisms of the judges after looking at 
1.683 ads 
advertiser's 1948 business paper cam- 
Ads in each of the seven di- 


three from each competing 


paign. 
visions were evaluated by a team of 
three judges, including a production 
manager, a purchasing agent and an 
advertising agency executive. 

On the credit side. the consensus of 
the judges, said Chairman Goldman. 
was that business paper ads, despite 
some misdemeanors, have “vastly im- 
proved in the past several years.” that 
there was quick agreement on which 
were “bad” campaigns and that the 
big problem was selecting the best of 
the “good” campaigns. 

The seven divisions were of prod- 
uct type: (1) operating and mainte- 
nance parts, materials: (2) fabricat- 
ing parts, materials: (3) machinery. 
equipment; (4) primary and process 
materials: (5) construction and en- 


gineering materials: (6) merchandise 








EWERAL <s: 





ELECTREE | 


g 


for resale by jobbers, dealers and (7) 
service, institutional and group adver- 
tising. 

One ad of the three submitted by 
each division plaque winner is printed 
here. The winners: 

Div. 1. E. 1. du Pont de Nemours 
& Co., Photo Products Dept... Wil- 
mington, Del.. whose ad uses a clear. 
black-and-white picture and brief copy 
to show photographers that du Pont’s 
Photolith film doesn’t “fog,” 
sharp detail and dries fast. The pic- 
ture illustration has the contrast that 


shows 
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copy claims for the film. Agency: Bat- 
ten, Barton, Durstine & Osborn, New 
York. 

Div. 2. General Electric Co.. 
cal Dept., Pittsfield, Mass., whose ad 
shown here picks out one applica- 
tion of the G-E plastics (fishing reels ) 
and says, “You may not manufacture 
fishing reels, but it’s likely that plas- 
tics have a place in your business.” 
information. 
G-E reports 200 requests a month. 
Agency: Benton & Bowles. New York. 


Chemi- 


\ coupon offers more 


Ducks Draw 1,500 Inquiries 


Div. 3. General Electric Co., Ap- 
paratus Dept., Schnectady, N. Y.. 
which uses a four-color bleed picture 
of a G-E Tri-Clad “drip-proof” motor 
in a convincingly wet-looking eviron- 
ment to make you turn the page and 

e the second half of a two- page ad. 
The first-page headline, “You can 
put a Tri-Clad motor anywhere,” is 
answered on the second page with a 
cross-section picture chart of the mo- 
“ae brief copy and small pictures of 
four Tri-Clad models—each for a dif- 
ferent industrial need. Agency: G. M. 
Basford Co., New York. 

Div. 4. Monsanto Chemical Co.. St 
Louis, whose ad men make you read 
with a picture of a mother duck and 
three ducklings waddling over a rotted 
wood bridge above a_ headline. 
“DANGER . proceed at your own 
risk.” Copy sells § Santophe n 20. wood 
preservative, to c ompanie s with wood- 
en docks, loading platforms, ete. 
Coupon response from magazine in- 
sertion was 1,500 inquiries, led to in- 
sertion in business papers and another 
—— Gardner Ad- 

. Louis. 

Div. 5. Carnegie-Illinois Steel Corp.. 
Pittsburgh. which turned out a power- 


Lor rd ea 


vertising 2's 


(ar Shortage- 
what 22 railroads and 





~~ 
~ 


~ 


car lines did last year! 


By ordering 19,138 treight cors 
designed 


ful two-color spread with a headline 
that offers to meet an urgent need 

“Beat the car shortage” . . . cites 
results ... “Do what 22 railroads and 
car lines did last year!” . and tells 
in copy how the railroads did it by 
USS Cor-Ten, a light, high- 
more 


using 
strength steel that makes 28% 
freight cars than the same tonnage of 
carbon steel. Three Cor-Ten cars, with 
the name of the customer-railroad on 
the side, are pictured—strengthening 
the ad and pleasing the customer. 


Agency: Batten, Barton, Durstine & 
Osborn, Pittsburgh. 
Div. 6. Motor Products Corp.. 


Deepfreeze Div., North Chicago, IIl.. 
which used a two-color page to achieve 
its objectives: to get more retail out- 
lets, preferably appliance dealers, for 
the Deepfreeze home freezer and to 
inspire present dealers to vigorous 
selling. Headline announces that one 
dealer sold 53 Deepfreeze home freez- 
ers in a month. Copy tells how, says 
you can do it, too. Agency: Leo Bur- 
nett Co., Chicago. 

Div. 7. Harris-Seybold Co., Cleve- 
land. which uses a striking direct- 
color photograph of some wines and 
cheeses lithographed in four colors to 
show the effects possible with a Har- 
ris offset press. \ boxed blurb tells 
lithographers that the ad is reaching 
their customers in other business pa- 
pers serving buyers of printed ma- 
terials. Age ncy: Fuller & Smith & 
Ross, Cle veland. 


35 Win Certifiicates 


E. F. Hamm Jr., publisher, Traffic 
World, and president of ABP, pre- 


sented 42 awards, including 35 certi- 


ficate awards. Certificate winners 
were: 
Div. 1. Waldes-Kohinoor. Long 





International Nickel Co., New 
York: Plymouth Cordage Co., Ply- 
mouth; Union Oil Co. of California, 
Los Angeles; and Rockwell Mfg. Co.., 
Nordstrom Valve Div., Pittsburgh. 

Div. 2. Armstrong Cork Co., Lan- 
caster, Pa.: Talon, Meadville, Pa.; 
B. F. Goodrich Co., Koroseal Div.. 
Akron, O.; Timken Roller Bearing 
Co., Canton, O.: and Bristol Co., 
Waterbury, Conn. 

Div. 3. Universal Winding Co.., 
Providence, R. L.; Gilbert & Barker 
Mfg. Co., Springfield, Mass.; Ameri- 
can Optical Co., Southbridge, Mass. : 
R. G. Le Tourneau, Peoria, Ill.; and 


Heald Machine Co.. Worcester, Mass. 


Island: 


U.S. Treasury Scores 


Div. 4. Hercules Powder Co., Wil- 
mington, Del.; General Electric Co., 
Pittsfield, Mass.; Commercial Sol- 
vents Corp., New York; Koppers Co., 
Chemical Div., Pittsburgh; and E. I. 
du Pont de Nemours & Co., Ammonia 
Dept., Wilmington, Del. 

Div. 5. Pittsburgh Plate Glass Co., 
Pittsburgh; Kohler Co., Kohler, Wis.: 
Detroit Steel Products Co., Detroit: 
Johns-Mansville Corp., New York; 
and Chicago Bridge & Iron Co., Chi- 
cago. 

Div. 6. E. 1. du Pont de Nemours 
& Co., Nylon Div., Wilmington, Del.; 
Armour & Co., Chicago; Universal 
C.1.T. Credit Corp., New York: Whit- 
ing-Adams Co. and Lever Brothers 
Co., Pepsodent Div., Chicago. 

Div. 7. United States Treasury De- 
partment, Savings Bond Div., and the 
Advertising Council (joint cam- 
paign): Bankers Trust Co., New 
York: Franklin Process Co., Provi- 
Westinghouse Electric 


York: and 


dence. R. I.: 
International Co.. New 
Chicago. 


Armour & Co.. 
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Fort Worth Dealer 
Sells 53 
Deepireeze 27... 


with US'S COR-TEN in One Month 
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Take Along a Factory Expert 
and Boost Your Salesmanship 


By KARL F. KIRCHHOFER 


AVE you found it difficult lately 
to get in to see the top man? 
Have you found yourself going 
slightly stale with the constant repeti- 
tion of the same old story? Has the 
purchasing agent lately blocked your 
approach to the plant superintendent ? 

If your answer is “yes” and you 
are a manufacturer's agent with six 
or more lines (or a manufacturer's 
full time exclusive representative ) , 
there is a solution to your problem 
and here it is. 

One day, an account of yours. the 
manufacturer of a tool or machine 
that you sell, will write, telephone o1 
telegraph that a factory man, an engi- 
neer, an individual highly trained in 
the intricacies and background of his 
specialty, will be in your territory to 
accompany you or your salesmen 
calling on hard to sell prospects. 

Don’t hesitate for moment. Quick- 
ly aceept this offer, grasp this splen- 
did opportunity with open arms, for 
my experience has proven that doors 
previously closed will open like magic 
when the local salesman arrives ac- 
companied by the factory expert. 

There is an intriguing fascination 
in the words, “factory expert,” and 
few indeed, are the plant officials who 
can resist the temptation of crossing 
horns or discussing their problems or 
seeking advice from the factory ex 
pert. 


Map Out a Week's Work 


Upon hearing that the factory engi- 
neer is due to arrive, you map out a 
week's work in your territory, select- 
ing 20 or 30 plants that should buy 
your product but have not come 
across with a purchase order. A few 
of these accounts may have persistent- 


ly refused to see vou either by word 
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to the receptionist or by a quick dis- up any angle in degrees, minutes and 


missal aftet a few brief words over 
the telephone. Pick some accounts 
that have proved to be really tough, 
not to show up the manufacturer’s 
man. of course, but so that the latter 
will report to the home office what a 
territory you 


hard, unresponsive 


have. 


Expert in Tow 

Some of the accounts you select may 
be partially sold and may only require 
the added impetus of the factory 
man’s visit to land the order. With 
factory expert in tow, you approach 
vour first call with some trepidation, 
knowing that this certain purchasing 
agent has always been such a busy in- 
dividual that he has never had time to 
see you. You send in your card. The 
telephone operator announces bland- 
ly. “Mr. Higginwater will speak to 
you on the telephone.” 

You are accustomed to this by now, 
pick up the telephone and say, “Good- 
morning, Mr. Higginwater, this is 
Smith of City Tool Co.., representing 
the Webber Gage Co. of Cleveland.” 

The purchasing agent cuts in quick- 
ly. “Oh, ves, Smith. Know you handle 
gage blocks and we have all we need. 
In fact we have enough to last us for 
the next 10 years. We stocked up on 
them during the war you know.” 

You respond, “That is true, Mr. 
Higginwater, but we have just devel- 
oped a new set of gages known as 
Angle Gage Blocks. You might say 
these are the same to angular meas- 
urements as the regular gage blocks 
are to linear dimensions. This is 
something entirely new, a develop- 
ment that | am sure your works man- 
ager, your plant superintendent and 
your chief inspector will want to see. 
Wherever we have shown these gages, 
shop officials have been amazed at the 
speed with which we can quickly make 


even in seconds. I’m sure it would pay 
you to have a look and I am positive 
vour shop people will want to see 
them.” 

“Besides.” and you pause impres- 
sively, “I have with me, Mr. Collins 
from our factory in Cleveland, who 
came here especially to show yout 
shop officials how they will save time, 
speed up any work involving angles 
and reduce errors and rejections by 
using these angle gage blocks.” 

You can sense the P. A. perk up 
slightly and his reply may be some- 
what like this. “A factory man direct 
from Cleveland? ... Well, maybe | 
can spare five minutes. Come on in.” 

You lead the way, brief-case in 
hand and the factory man with dem- 
onstration samples at your heels. You 
shake hands cordially with the pur- 
chasing agent and introduce Mr. Col- 
lins, factory expert from Webber 
Gage Co., Cleveland. The purchasing 
agent listens closely as the plant man 
unfolds his story, watches the demon- 
stration of the new angle gage blocks 
with real interest. 


Don’t Let Attention Wander 


This is the moment when you've 
got to stop any tendency to day: 
dream, or let your attention wander. 
because, although the factory expert 
is naturally interested in selling the 
prospect, his primary purpose in hav- 
ing made the trip and making the 
rounds with you, is to educate you. 
His main idea is to show you his bag 
of tricks so that, after he has gone 
back to the plant, you will continue 
to use his methods throughout the 
year, in the hundreds of calls aliead 
of you. 

So, pay attention to what the factor) 
man says. He'll teach you facts a}out 

(Continued on Page 66) 
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A New Series on Industrial Distribution 


One of the most important developments of the postwar period has been the 


study given to methods of distribution in the industrial field. 


Not only have 


manufacturers with new products looked into the best methods of getting contact 
with their markets, but many with substantial sales of established products already 
built up have reviewed their present methods of distribution and endeavored to 
improve their facilities and service to industria! buyers. 

For these reasons Industrial Marketing believes that the subject of distribution 
in the industrial field is of special interest to its readers at this time, and has ar- 
ranged to publish a series of articles, of which this is the first, covering every 
phase of distribution of industrial products. 

This and several succeeding articles will deal with the major methods of dis- 
tribution employed in the building field. They will be succeeded by articles on 
selling through mill supply houses, machinery dealers, manufacturers’ agents 


and other outlets. 








How the Building Materials 


Industry Gears Distribution 


By JOHN M. GAIRDNER 
T FIRST SIGHT the 


“building materials,” seem to de- 
scribe a type of commodity as clear 
cut and readily understood as home 
appliances or cosmetics. 

Only after some study of the build- 
ing materials industry does the lay- 
man begin to comprehend its amaz- 
ing intricacy and colossal size. Rank- 
ing in annual dollar volume second 
only to agriculture in the nation’s 
economy, building materials manu- 
facture, distribution and application 
occupy more men, more dollars, and 
a greater variety of policies, products 
and purchasers than almost any other 
industry. 

(he best approach to understanding 
the industry's distribution system is 
through the building materials deal- 
er. of whom there are 22,000 in this 
country. There are three types—lum- 
ber dealers, mason’s supply dealers 
and combination lumber and mason’s 
supply dealers. Lumber dealers spe- 
lumber but handle other 
building materials. Mason’s supply 
dealers handle no lumber, but spe- 
clalize in plastering materials, sand. 
gravel and cement—products known 
in the trade as “hard materials.” 

I clarify the dealer’s function, 
suppose we call on a large lumber and 
mason’s supply yard in a city of 500.- 
000 population. The yard is located 
well off the main thoroughfare on a 
tail siding for quick, low cost han- 
dling of rail shipments. The office is 
smal!. It is visited seldom by the gen- 
‘ral public but frequently by con- 


words. 


Clalize in 
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tractors and building tradesmen. You 
would not consider this retailer an 
aggressive merchandiser of the type 
on main street who caters directly to 
the general public. Yet, the chances 
are his sales and profits exceed those 
of the majority of merchants. 


Principal Investment 


The dealer is aggressive and stocks 
anything related to his business that 
will provide turnover once or more a 
year and a_ reasonable profit. His 
principal investment is in framing 
lumber, which he buys either direct 
from the mill or through a_ lumber 
broker. Usually he purchases in car- 
load lots of about 40 thousand board 
feet per car in assorted sizes. The 
products include 2x4’s, 2x6’s and 
2x8’s of pine and fir for frames, and 
sheathing boards for roofs and sub 
floors. About 10 to 50% of his an- 
nual dollar volume is in lumber items. 

In addition to framing lumber, he 
handles millwork. This includes win- 
dow sash, doors, wood trim mould- 
ings and finished flooring of various 
kinds. He also has a line of plywoods, 
which he usually buys in straight car- 
loads or in mixed cars with lumber 
from a local jobber or from a broker. 
During the wartime shortage distribu- 
tion channels changed in many cases 
and shipments were made direct from 
producer to dealer or through lumber 
brokers. 

His mark up on such items ranges 
from 40% on commonplace framing 
items to 100° on some flooring. 
trim. and other specialties. A small 





dealer would buy smaller stocks of 
such materials either through a local 
lumber broker or through a building 
materials jobber, whom we will con- 
sider later. 

The remainder of this building ma- 
terial dealer’s sales volume is made 
up of the following wide variety. He 
handles Portland cement, which he 
buys direct from cement manufac- 
turers in carloads of about 20 tons. 
\ small dealer would pick it up by 
truck from the manufacturer’s plant 
or purchase it from a jobber because 
cement manufacturers usually ship 
only in straight carloads. Some com- 
panies, however, offer part car ship- 
ments in specific areas through stop- 
over service. Cement prices are 
quoted f.o.b. mill, plus full freight to 
destination. The retail mark-up on 
cement ranges from 20% to 50%. 

This dealer also handles gypsum 
and lime products. He stocks a full 
line of gypsum plasters, such as base- 
coat plasters, gaging plasters, and 
specialty gypsum finishing plasters— 
Keene's cement, trowel finish, etc. He 
stocks gypsum partition tile, gypsum 
lath, and gypsum wallboard, common- 
ly called plasterboard. His mark-up 
ranges from 25 to 40% depending on 
quantities and delivery requirements. 
He buys these materials directly from 
the manufacturer in mixed carloads, 
usually totaling 40 thousand pounds. 


> 


Distribution Flow Chart 
> 


However, he can purchase as little as 
seven tons in a stopover car at the car- 
load price f.o.b. mill. plus the rail rate 
to final destination on his portion of 
the load plus the regular rail stopover 

(Continued on Page 102) 








39 









































BUILDING MATERIAL MANUFACTURERS 






























; 

' 

' 

' 

Wm. WA BY TRUCK TO 

! 

! 

B. M. WHOLESALERS LUMBER BROKER 
! 

! Window Sash Glass Nails Lumber 

' Doors Wallboards Wire Screening Millwork 
! Mouldings and Trim Insulation Fencing (farm) Flooring 
' Flooring Roofings Plaster Base Plywoods 
! Plywoods Building Papers Metal Accessories Insulation 
! Cabinets W aterproofings Plaster Lumber Specialties 
! Ladders Paints Lime 

! Cement Brushes Masons Mortar 

| Glass Block Weatherstripping Building Specialties 

| 

I 

! 

! 

' 

| 

PICK UP TRUCK TO DEALER ee 

] —— 

! 

! 

| 

i 

' 

' 














inacatidaaililcbiil n pniiamenidii 
Pe-->---- )) B. M. RETAILERS (ee ES. BB 
Fa MASONS SUPPLIES LUMBER DEALER 




























Gypsum Products and — awe 
Other Direct Shipments Cement W aterproofings Millwork Cleaners 
Drain Tile Coal Mouldings and Trims Cement 
Sewer Pipe Fuel Oil Flooring Weatherstripping 
Sand Masons Mortar Plywoods Plaster Base 
Gravel Stucco Cabinets Plaster 
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----§-N) NEW JOBS REPAIR JOBS 
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CONTESTS ARE NOT solely a consumer ad device. Rockwell Mfg. Co., Pittsburgh Equitable Meter Div., used these 
business paper ads announcing a contest to tell the benefits of 100% water metering in a city. Results included 3,500 inquiries 


By WILLIAM A. MARSTELLER* 
Advert na 
& Market Research 


Mta. C 


Moanaaer 


Ro kwel 
Pittsburah 


[' you can't prove through meas- 
urable results that your industrial 
advertising is paying its own way. 
one of two things is wrong: 

l. It isn’t, on 


) 


In the 
circles in whic h I move, I have heard 
breast beating and podium 
pounding on the need for demon- 
strating the effectiveness, than any 
other phase of industrial advertising. 
This is no new problem; it has ex- 
isted as long as business manage- 
ments have been approving advertis- 
ing expenditures, and it will proba- 
bly continue to exist in any company 
where the president isn’t also the 
common 


Its success is only a coincidence. 


non-exclusive supper club 


more 


advertising manager. It is 
to both industrial and consumer mer- 
chandising, but is supposed to be a 
much more difficult problem in the 
industrial for two widely agreed-upon 


*This is an address prepared for delivery at the 
40th Spring meeting of the Assn. of National 
Advertisers 
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How to Measure Results 


in a limited field, gold mine of facts on the publications’ readership, much publicity. 


of Industrial Advertising 


reasons, one of which I think is valid, 
and the other which I think is 
baloney. 

First, it is said that relatively few 
heads of industrial companies come 
up through the merchandising chan- 
nel, but rather were usually manu- 
facturing or production executives, 
engineers, comptrollers or treasurers, 
or research technicians in that order. 
Not being essentially sales minded, 
they are somewhat uncertain of, if 
not antagonistic to, the spending of 
large sums for advertising. They are 
also analytical, used to working with 
precise cost and production data, and 
impatient with any program they are 
expected to accept on the basis of 
faith, hope and charity rather than 
facts. All this, I think, is true. 

Second, it is often lugubriously 
declaimed that it is practically im- 
possible to show results from indus- 
trial advertising as tangibly as from 
consumer advertising. This, I think, 
is false. In fact, it’s nuts. 

How can you prove the effective- 
ness of industrial advertising? 

Lots of people have worked on it 
and there is much fine data available. 
Among the finest recent collection of 


case histories is the McGraw-Hill 
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“Laboratory of Advertising Per- 
formance.” But good as this material 
is, it is someone else's experience, 
not yours. A national committee of 
exceptionally competent industrial 
advertising people has been working 
on this general problem. and reports 

along with some good suggestions 
on the accumulation of case history 


data—that the only material which 
will swing a big stick in your com- 
pany is data collected about your 


company. 


Sustain Budget Requests 


That’s clear thinking, in my opin- 
ion. For several years now, in our 
company, we have maintained that 
each advertising program must stand 
on its own feet, and each advertising 
manager must be able to sustain his 
budget requests by documented per- 
formance data. The suggestions | 
am going to make on how you can 
prove the effectiveness of your in 
dustrial advertising are based on our 
own case histories. Perhaps t! yl 


suggest to you ways that you ca” 
simply and economically prove '€ 


your management that your adver! 


ing program pays out—or doesnt 
pay out, in which case it is better that 
949 
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FACTORY has more paid sub- 
scribers in the Plant Operating 
Group than any other publi- 
cation exclusively serving 
the manufacturing industries. 











Number one objective of most manufacturers of industrial equip- 
ment, tools, supplies, or services, is to sell the plant operating group 
in the manufacturing industries. It’s not only the most important 
buying group, but by long odds it’s manufacturing’s largest group 
numerically. 

For example . .. FACTORY had the opportunity to study the returns 
of surveys conducted over 16 manufacturers’ own mailing lists. In 
these studies, all the respondents—the manufacturers’ customers and 
prospects—were asked to identify themselves by function. From these 
16 lists, embracing widely diversified products, it was found that 
numerically there were nearly twice as many plant operating men as 
there were of any other group. 

And it’s a rapidly growing group. Any number of important industry 
trends tend to increase the number of plant operating men needed 
to carry on manufacturing. 

\s the plant operating group has grown, so has FACTORY ’s coverage 
of it. FACTORY now brings industrial advertisers over 51,000 paid 
subscribers and more plant operating men than pay to read any other 


industrial magazine. 


Cc ABP 


a\en heliee 


MANAGEMENT AND MAINTENANCE 


A McGraw-Hill Publication, 330 West 42nd Street, New York 18,N.Y. 











you make the discovery gradually 
than that the boss make it suddenly. 
Perhaps you feel that the sugges- 
tions | am about to make won't ap- 
ply to you. Some of them won't 
pick and choose as you will. But | 
would like to mention that in our 
company we divisions 
and subsidiaries, each as a separate 
unit, and make over 2,000 different 


operate 17 


products including machine tools, 
valves, gas, oil, water, milk, beer, 
parking and taxi meters, clocks, 


— presses, packaging machinery, 
IODDY 


mention a_ few 


tools and basic castings—to 
with considerably 
varying marketing problems—and we 
find that the same methods can be 
used across many division and prod- 
uct lines. 

Here are suggestions, classified by 
media, for proving the effectiveness 
of industrial advertising: 


Publication Advertising 


A. Solicit inquiries. Inquiries 
should be keyed in most cases, we 
think. Often we key them not only 
to the magazines but to the specifi 
ad. In this 
maximum work out of them. 
going to pause to argue the value or 
lack of value of inquiries or to take 


think 


some of 


way, you can get the 
I'm not 


sides in the growing—and | 
asinine—argument 
our business papet 
whether or not inquiries prove any- 
thing. But believe me, we want in- 
quiries. Having gotten them, what 
do we do with them? 

l. Send a monthly summary to 
executives. Your don't 
realize the pulling power of adver- 


among 
publishers on 


executives 


guichly pays for Lael, 
on many applications 





THESE ADS WITH COUPON offers drew many inquiries 
for three divisions of Rockwell Mfg. Co. 
useless unless handled right. These divisions dug from the in- 


Metal-Cutting Band Saw 








tising. Let them see how it works. 
Make up a list, every month, of every 
individual who wrote to you for liter- 
ature or information. Include their 
names and addresses and the source 
of the inquiry. Perhaps this sum- 
mary will be pages long—ours is; and 
perhaps when you send it in to the 
boss he won't read it—I doubt if ours 
does. But it’s coming in every month, 
and there—physically—is evidence 
that advertising is working. Even if 
he only sees the caption, and once 
in a while notes a name, it’s worth 
while. Whom should you send it to? 
You know your own company, but 
usually the president or division 
manager, the sales manager, perhaps 
the comptroller. Accumulate — the 
totals keep telling people how many 


inquiries you've gotten this year. 
Stress it in sales meetings: and of 


course send copies to your salesmen 
for the territory they cover. 

2. Chart the trend of your inquiries 
for your executives. The ups and 
downs of inquiries—if your inquiry 
getting program is consistent—are in- 
teresting and important  saleswise. 
They often can guide sales strategy, 
forecasting business increases or de- 
This makes advertising a 
tool not only of sales making, but of 
sales planning. 

3. Summarize inquiries of special 
interest quarterly. Buried in your 
monthly reports of inquiries will be 
many names who will raise the eye- 
brows of your sales and management 
executives. These include industry 
leaders, their personal friends, com- 
previously dis- 


creases. 


petitors, customers 
satisfied, prospects salesmen have had 


trouble seeing, etc. In your external 








But inquiries are 


Cj === 


MAN TODAT 





quiries the important names that raised the eyebrows of sales 
and management executives. 
portant specifying engineers have the time to inquire. 












eS 6 allen dv 4 


INDUSTRIAL MARKETING, May, | 949 





advertising you don't expect every 
reader to absorb every message ever) 


time; don’t expect your inside ady: 
tising to be read and retained. Don’t 
be afraid to repeat. In our compa: 
keeping our executives informed of 
inquiries of special interest has 
helped melt the feeling which used to 
be all too prevalent that no one read 
the business papers. It was quite a 
shock for some of our people to dis- 
cover that important specifying en- 
gineers actually did have time to read 
and request. 

1. Check new accounts against 
earlier inquiries. Often the sales to 
a single account first warmed up by 
advertising exceed the total advertis- 
ing budget for the year. We get from 
our accounting department lists of 
new accounts started and check in- 
quiries received for a year prior to 
the opening of the account to see if 
an inquiry preceded the order. We 
also, in some divisions, check sales- 
men’s call reports to see how many 
leads were given to the sales force 
from advertising. When we find an 
account growing important and we 
have traced an inquiry preceding the 
sale, we photostat the original in- 
quiry and circulate it to sales and 
management personnel and display 
collections of them at sales meetings. 
In this way, some accounts have come 
to be known as “Advertising Ac- 
counts.” 


Contests and Literature 


5. Develop inquiries through spe- 
cial campaigns. Here are a few ideas. 
a. Offer contests. Contests are not 
adv ertiser dev ce, 


only a consumer 









Some were shocked that im- 
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RAILROAD PuBLIsHing ! 


Advertisers Now Invest MORE 
Dollars in each issue of “MODERN 
RAILROADS” than in any Other 
Railroad Publication! 








Advertising revenue per issue, based on pub- 
lished information in Industrial Marketing Maga- 
zine and Standard Rate & Data Service. 
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they are to be conducted at low cost 
and high effectiveness by industrial 
advertisers. For example, in our 
Pittsburgh Equitable Meter Division, 
we operated a contest to enumerate 
the benefits of 100% water metering 
for a city at a total cost of $8,225, 
covered in a special appropriation, 
including $2,000 in prizes, all space 
costs, judging expenses, etc. In re- 
turn, we got some 3,500 inquiries in 
a rather limited field, a gold mine of 
information on the readership of the 
several magazines in this field, a 
two year’s supply of editorial ma- 
terial for a house organ we distribute 
to the water works industry, and a 
vast amount of publicity. 

b. Offer literature. If your catalog 
is elaborate and expensive, prepare 
some inexpensive bulletins which you 
can offer in your ads. Hit them twice 

once through your ad and once 
through the bulletin when they re- 
quest it. 

c. Oller price data. It is remarkable 
how few industrial companies offer 
in their ads to send price lists and 
discount sheets. Our studies in a 
couple of cases definitely indicate 
that sales are lost because customers 
h ive inadequ ite pri c data: converse 
ly, one way to speed up opening new 
accounts traceable to advertising is 
to put price data in the customer's 
hands to make ordering easy. 

d. Introduce new products. 

B. Check the prestige and impact 
created by your advertising. 

|. Make your own simple mail 
surveys irom blind addresses. Here's 
a case to show vou how: One of our 
divisions prepared a simple double 


post ard with two questions: “What 
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IT’S SURPRISING how a buried coupon offer can measure ad readership. Ameri- 
can Viscose Corp., New York, buried offer for free sample of Avisco napkins in 
magazine ad, got these 2,100 responses. Industrial ad men, take heed. 





valve advertising have you particu- 
larly noticed recently?” and “What 
is your opinion of valve advertising 
generally?” This extremely rudi- 
mentary survey was sent to 200 op- 
erating men and 200 consulting en- 
gineers in a specific industry and 
return cards were identified by an 
inconspicuous number code on each. 
Names were provided by the sales 
department and were key buying in- 
fluences. Approximately 100 were 
returned of the 400. The returns 
might be pooh-poohed by some, but 
they were this company’s customers, 
and every comment was important. 
One company’s advertising had twice 
the mentions of any other. One of 
the returns was from a consulting 
engineer who influences thousands of 
dollars of valve purchases a year. 
Of our company he commented, “I 
always notice their ads. The recent 
series on pressure drop was very in- 
formative.” How much more con- 
vincing that is to management than 
to refer to them a publisher’s study 
in which an unidentified consulting 
engineer in some unrelated industry 
allows as to how he couldn't live with- 
out the business papers. 


Dream Up Questions 


2. Get the business papers to make 
a check for you. Here's another case. 
\ petroleum publication trying to get 
on the schedule of another of our 
valve companies came in with an 
elaborate readership study made by 
their research department. We said 
that as long as they are conducting 
surveys such as that, and interview- 
ing anyway. wed like to dream up 
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a few questions for their next one. 
We did. 

C. Prove your copy themes and 
sales approach. Are you tired of such 
complaints as “That’s too much copy: 
no one will read it”? Then keep an 
inquiry record of your own on long 
and short ads. General data now 
available won't convince your critics, 
but your own results will. 


Apply Rating Score 


Are you tired of arguing about 
whether or not a specific ad has 
“punch” or some other ill-defined 
intangibles? Apply a rating score 
under one of the several copy rating 
methods to each ad before it is sub- 
mitted for approval. One of our di- 
visions all but ended discussions on 
whether or not an ad was acceptable 
by adopting the Townsend method 
and in cooperation with the agency, 
putting a rating on each. Manage- 
ment was impressed with a definite 
jan for appraisal instead of work 
vased on folk lore, old wives’ tales. 
and misconceptions. 

At the same time, I note that some 
of our advertising managers, by be- 
ing forced to prove copy themes 
sales approach, are less sure that 
when it comes to advertising they 
know everything and the boss knows 
nothing. 

1). Keep records of the reprints 
requested by the sales force. 

E. Sell an attachment, a rei 
plan, or a replacement part. This ‘uit 
at the supposed great difficulty in 
proving out industrial advertisi) 
the fact that usually sales are engt 
neered and long pull and that there 







PLAYING up the price as in many 
consumer ads can pay off for indus- 
trial advertisers like Delta Mfg. Div. 











any 
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div. 


‘Civilization is Saved’ 


by Whiting Train Washer 


Memo on the Cover: 

Ardent research men, working, with 
publishers’ statistics and comprehensive 
surveys, could easily project a sad state 
of affairs in the transportation indus- 
try. 

Present figures show that it requires 
0007 husky Irishmen equipped with a 
water brush and Gold Dust to clean one 
side of a railroad car per year. Now, our 
research (and that was long and diffi- 
cult, and very, very expensive) shows, 
beyond a shadow of a doubt, that each 
railroad car has two sides. In some in- 
stances, also, we are led to believe each 
has a bottom and a top. (This will be 
confirmed after another two years’ re- 
search and diligent study.) 

But, considering that the car has only 
two sides, and projecting the rate of 
propagation of railroad cars against the 
rate of propagation of genus homo 
sapiens, research men — of the right 
kind—can easily show that in x 
years the railroad car-washing problem 
will be so great that the entire popu- 
lation would be employed in the busi- 
ness of washing cars. While this answer 
to the unemployment problems would be 
most welcome’ to Washington, there 
would be one hitch—no one would be 
left to ride. Therefore, since no one 
would be getting any place, we would 
have reached the point of no return. 

This was the stark situation before 
Whiting Corp., Harvey, Ill. took up the 
fight. Employing fundamental princi- 
ples—steel, brushes and electric motors 





they put together a situation-saving 
Train Washer that does the job in a 
jiffy. It takes a Diesel engine, soaps, 
brushes, scrubs behind the ears and 
turns it out gleaming. Mankind has been 
saved from a total compulsory life of 
car washing. 

All this is evident in the cover 
photo in this issue of INDUSTRIAL 
MarkKetinc. Here’s a Whiting Corp., 
Train Washer doing the honors to one 
of the Chicago & North Western Pioneer 
Diesels. Plates were originally prepared 
for a special new Whiting Catalog. 


but have been borrowed first by 
Modern Railroads for use on _ the 
cover of its North Western Issue. Then 
they were borrowed again for the Colo- 
rado Engineer, and again for the Cali- 
fornia Engineer. We were able to catch 
them on the way back for use in this 
issue of IM. 

Anthony DeYoung, Whiting advertis- 
ing manager, hopes to stop the plates in 
their travels some time soon so he can 
get out his catalog.—Frank D. Ewine, 
account executive, Fensholt Co., Chi- 
cago. 








is little chance for direct selling from 
advertising. Well, that all depends 
upon your ingenuity and how much 
you want to get sales from advertis- 
ing. On the other hand if you sell 
through dealers, the problem is com- 
plicated only slightly. One of our 
machine tool divisions has for years 
frequently pushed a specific attach- 
ment in a box of copy in an ad on a 
machine or machines—price on all 

to get immediate sales from users 
not at that time ready to spend thou- 
sands on new complete machines. 

I. Report on multiple use of ads. 
Sometimes, in appraising periodical 
advertising costs, management points 
out that the advertising has -short 


life relation to its cost. If you, as 
we co, cut up ad plates for catalog 
use rect mail pieces, etc., write a 
report! summarizing the money you 
have saved the company, or putting 


it another way, that by multiple use 
you | ive given the company a bonus 
ol a tree direct mail piece already 
paid ‘or in periodical advertising. 
(, 


lor ¢ 


‘rovide money in your budget 
ertising research. Do some of 
your own, whether there is a market 
research department in your compa- 
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ny or not, and pay for it out of ad- 
vertising appropriations. It will 
sharpen your thinking, help you spot 
the increasing number of phony, bi- 
ased surveys being perpetrated by 
some of our business papers, and can 
be self-liquidating. A case in point: 
Last year we spent over $3,000 on 
readership studies in one industry. 
Our findings on duplicated circulation 
will save us $7,500 in space costs in 
that industry this year alone, with- 
out loss of effectiveness, we are com- 
pletely Advertising re- 
search must be a consistently use | 
tool in any industrial department 
that expects to keep up with competi- 
tion. 

So much for publications. Now 
how about 


cony inced. 


Direct Mail 


\. Offer inquiries — treated the 
same as publications, plus: double up 
on products covered and inquiries 
invited. What does that mean? Well. 
simply that with direct mail you have 
the opportunity to ask for inquiries 
several times or on several products. 
One of our divisions apes the New 





Process Co. and other missionaries 
of the full envelope by putting in 
several fliers, several return cards, 
in every mailing. Have you ever 
looked at the industrial direct mail 
advertising that comes into your 


plant? Almost invariably it is a 
single piece of copy. We seem to feel 
that having prepared a direct mail 
piece on one item in our line, we have 
done our direct mail job for the 
month. 

B. Offer use of lists to other depart- 
ments. Your mailing list is valuable 
for other things than advertising. 
Merchandise the high cost of main- 
taining it properly to your manage- 
ment by pointing out to your devel- 
opment department that it can be 
broken down for use on product pre- 
testing, etc. Your sales department 
can use it for price dissemination, 
and ihere will be other uses in speci- 
fic companies. 

C. Keep cost estimates on losses 
through mailing list inaccuracies. It 
costs a lot of money to maintain a 
good mailing list, and more to main- 
tain a poor one. Show management 
and your salesmen how much is 

(Continued on Page 120) 
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By HOWARD G. SAWYER 
Jame non CI 
B 1 New rk 


You have mastered selling strate 
gy that emphasizes your product 
its availability, desirability and 
superiority—discussed in previous 
installments of this 
let’s see how you can develop the 
prospect's confidence in your com- 


series. Nou 


pany. Letters and numbers belou 
are from the outline on Page 56 of 
the January issue of INDUSTRIAI 
MARKI rinc. The follou ing begins 
with Section I1Al of the outline. 


i hex prospect may hesitate to deal 
with your company because he 
has never heard of you. What do you 
do now? 
a. Describe your 


Several things: 
origin, history, 
crowth. 

Comment. This can make for al- 
most the worst possible advertising 
appeal. Why? Because what may be 
extremely fascinating and impressive 
to you is, almost ipso facto, not that 


Why? 


, 
Because 


to someone else 





FIG. 1. 


50 


ANNIVERSARY AD that talks about ‘you,’ not 
‘me,’ packs a wallop for Mosler Safe Co., which uses its 100- 
year history to show what the company did for others and 


How to Advertise to Business Men: Part 7 


someone else has something else 
closer to his heart—that is extreme- 
ly fascinating and impressive to him. 

When you get the urge to let the 
world know that your company be- 
gan 87 years ago in an old carriage 
shop or when your 75th anniversary 
comes along and you feel you de- 
serve a big public celebration, ask 
yourself this: how excited are you 
by the fact that one of your custom- 
ers started 87 years ago in an old 
carriage shop or Is enjoying his 75th 
birthday? Not very? Then, that’s 
how much interested he is in your 
history. 

About the best you can do along 
this line (and it’s the safest rule not 
to talk history at all if you can per- 
suade the president and the board of 
directors to go along with you) is to 
recollect some of your firm’s past 
contributions to the market, such as 
Worthington did, on the occasion of 
the Diesel engine’s “golden anniver- 
various 

have 


sary’. by recounting the 
“Worthington firsts” which 
furthered the advancement of Diesel 
design. 

Such information has some signifi- 
cance over and above the passage of 
















Mosler Sate 
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time—at least the reader can make a 
connection between the design ad- 
vancements and the benefits he is en- 
joying or could enjoy as the result of 
them; he will respond with a certain 
amount of good will for your efforts, 
and he will be the more confident 
that you are qualified to serve him 


now. 


100-Year Ad Talks Turkey 


An unusually good anniversary ad 
was published by Mosler Safe Co. in 
observance of its first century. The 
spread (Fig. 1) combines history and 
the present under the heading, “Your 
Business Future May Depend on Mos- 
ler’s Past”. The recollection of Mos- 
ler’s “delivery team of four matched 
white horses” which “dramatized the 
record of Mosler safes in protecting 
many firms caught in the great fires 
of Chicago, Boston, Lynn and New 
York” appears alongside a_ photo- 
graph of the Mosler safe that lived 
through Hiroshima, another of a 
Mosler money chest that resisted an 
oxyacetylene torch and tools with 
hardly a dent, and the warning that 
“4 out of 10 firms never reopen alter 





can do for you. At right: Sandoz Dye Works boosts its own 
standing by showing how good its customers are. Each ad 
salutes a noteworthy “color achievement” of some customer. 
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In golf, ‘“You drive for show, but you putt for 
dough.”’ Likewise, many companies advertise 
largely for “‘show.”’ Such advertising has its 
advantages just like a good drive in golf, but 
when the “chips are down’’—and you want a 
quick money return, it’s CONOVER-MAsT PurR- 
CHASING DIREcTORY that repays you well. It 
is here that you really “‘putt for dough.” 

This advertising medium is designed with 
just one thought in mind—plenty of inquiries, 
and orders, at a very minimum cost. 

Hundreds of almost unbelievable statements 
from CONOVER-MAsT PURCHASING DIRECTORY 
idvertisers ably testify to this fact. 

Over 1,500 industrial advertisers are con- 
sistent users of this industrial buying guide— 


For advertising rates or other information, 


all your advertising agency or write direct. 


Formerly Plant Purchasing Directory 


737 N. Michigan Ave., Chicago 11, Ill. 205. 42nd St., New York 17, N. Y. 
Leader Bldg., Cleveland 14, Ohio 5478 Wilshire Blvd., Los Angeles 36, Cal. 
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: STERLING B 


THESE 
ADVERTISERS 


and the number grows bigger with each edition. 

One advertiser recently told us a single ad- 
vertising insertion produced upwards of 
$300,000 worth of business for his company. 

In these times, inquiries, particularly the 
type produced by CONOVER-MAsT PURCHAS- 
ING DIRECTORY, are extremely important to 
every sales department. 

Begin now to provide many additional in- 
quiries for your sales department by securing 
adequate advertising representation in Con- 
OVER-MAST PURCHASING DIRECTORY. 

Write us now—and one of our represent- 
atives will gladly call and prove to you person- 
ally what advertisers are securing directly as a 
result of their advertising in this publication. 


ISSUED SEMIANNUALLY 


Conover-/ast- 


f 


DIRECTORY 





FIG. 2. YOU MAY BE DULL and pompous in explaining 
your standards unless you emphasize how your customer 
benefits from them. St. Regis Paper Co. says its standard is 





losing their records in a fire”. 

kor a very spe ial reason, General 
Aniline and Film Corp. advertises its 
history. This is a company which 
during the war was taken over from 
the foreign investors who had ma- 
jority control to be operated “by au- 
thority of the Attorney General of 
the U.S.” Since the war. it has used 
advertising to establish the facts that 
it not only consists of a number of old 
(American firms, “one dating back to 
1842,” but is also. in a way of speak 
ing. the “property” of the American 
people. One ad, starting off with the 
weird case of the Millerites who got 
ready for Judgment Day and got 
fooled, sets the date (1842) of the 
companys origin and locates the 
birthplace, thus providing an early 
American ancestry to a company that 


later married not wisely. 


Does a Specific Job 


This is an interesting case of ad 
vertising being delegated a specili 
fitted 
“to acquaint (the public with the 
workings of an important All-Ameri 


(whic h words | para 


iob for which it is uniquely 


can enterprise” 
phrase as follows: to establish that 
General Aniline is red-white-and 
blue 

Whether an ad that shows religi 
ous fanatics in their ascension robes 
is the best solution to General Ani- 
line’s problem is a matter for discus- 
sion elsewhere: nevertheless the his- 
torical approach does seem justified. 
On the other hand, the ad man who 
attaches any hope of readership 10 
an ad that pictures the pony express 


52 


<2 ee mee cerrtows— tow all of me te ahese 


sv. neces papeh 
me em ft owme - ** — 





and says. “In 1848. Blank Co. Was 
\lready Making High-Quality Wid- 
gits.” is hoping a forlorn hope in- 
deed. 

b. Explain your function in indus- 
trv. 

Comment. During the war, hun- 
dreds of advertisers spend hundreds 
of thousands of dollars giving them- 
selves credit for winning (or at least 
assisting in winning) the war. big 
companies gave the world to under- 
stand that the money they were mak- 
ing was det idedly secondary to the 
principal objective of victory. Many 
little companies succeeded in estab- 
lishing themselves in the industrial 
picture merely by associating them- 
selves with some important projects. 
The same strategy can be as useful in 
peacetime. 

The Electro Dynamic ad which ex 
plains “Why the World's 
Builder of Submarines Is in the Elec- 
(Reason: dur- 


Largest 


tric Motor Business” 
ing the war it had to develop its own 
motors, and afterwards the custom- 
ers demanded industrial motors of 
the same make) seems to be a natural 
outgrowth of wartime advertising. 

The Union Carbide ad which shows 
a boy painting his bike and says that 
for “small boy’s bike or great ocean 
liner..there are finishes for each 
(made with Union Carbide materi- 
als) so improved today that a one o1 
two coat job holds up longer than did 
dozens before” is another approach 
to the objective of explaining where 
a company fits into the industrial 
scheme of things. 

And P. R. Mallory & Co., illustrat- 
ing how “Mallory’s skill and knowl- 





“sustained yield” from forests which offer “new uses, new 
jobs, new services for all.” At right: Jacobs Mfg. Co. stresses 
acceptance in field—a technique of melting buyer resistance. 








edge stand ready to serve you if your 
product can benefit through the broad 
Mallory scope” tells about the con- 
tributions Mallory makes to two-way 
radio communication and other serv- 
ices dependent upon electrical com 
ponents. 

c. Tell him where you stand in 
your field. 

Comment. But don't tell him in so 
that’s bragging, and 
bragging is no less disagreeable in 


many words 


advertising than it is in society. Let 
the reader make up his own op nion 
from the evidence. “More People 
Drive Chevrolet Than Any Other 
Car” is the type of statement that is 
acceptable because it is a fact. not a 
prejudice, but such undebatable as 
sertions aren't available to everyone. 
(Chevrolet's other statement, Chevro 
let and ONLY Chevrolet Is 
FIRST!” lays it on too thick for a 
business man’s taste. }) 

Sandoz Dye Works. whose adver! 
tising is sampled in Fig. 1, lifts its 
standing in its field by showing what 
kind of company it keeps. | ic 
month. a new “Color Achievement, 
saluting the accomplishment of som 
customer, builds the impression that 
Sandoz. doing business with the | ad 
ers, must be a leader in its own right 

d. Report significant achievements 

Comment. These may be: technical 
innovations or improvements, spe 
tacular jobs, awards received. 

Reynolds Metal Co., in a campaig! 
built around the theme “Reynolds 
Pioneering Made Aluminum Com 
petitive take advantage of it’, 
says that “from the time Reynolds e® 

(Continued on Page !12) 
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pour i ae ee ALL TIME HIGH CIRCULATION 
Su x Special Pa. 25.00.. 2646. 


Leads In Every Important Category 


ROCK PRODUCTS has achieved new high 
records in every post war year and continues to 
do so. Its growth closely parallels the industry 
it serves. Neither is standing still. 











HIGH RENEWAL PERCENTAGE 


Near the top of the list of all industrial publica- 
tions, Rock Products continues to lead its own 
industry by a substantial margin. Readers stick 
with ROCK PRODUCTS because it best serves 


ROCK PRODUCTS reaches MORE BUYERS in this growing industry 


Kach year finds the products of the non-metallics industries in ever increasing de- 





mand—new plants are being opened—established plants are being modernized to 


meet this demand. This is a growing industry served by a growing publication. 


Your Advertising Will SELL MORE— 
When Seen By More Buyers IN ROCK PRODUCTS 


ROCK PRODUCTS 


A MACLEAN-HUNTER PUBLICATION 
309 West Jackson Blvd., Chicago 6, Ill. New York * Cleveland * Los Angeles * San Francisco 
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A , 
PNOVerTIS! 


North Ameri 


n 
ew T Orr 


T HE growing trend toward de- 
centralization of industry has 
brought with it several specific prob- 
involving on-the-spot publi 
plants being established 


lems 
relations for 
in the smaller towns. 

In order to solve 
problems, North American 
Co. devised a plan. 

\ major difficulty for one of the 
small-town plants was 


f 


some of these 


Philips 


company s 
that the actions 
times had been misinterpreted by the 
investigation indi- 
causes: (1) no 
plant was 


company's several 
community. An 
cated two 
authorized person at the 
to the 
} considerable time 


primary 


accessible local news- 


papers and (2 


re idily 


was sometimes required for news- 


paper men to get news information 
from sources within the company. 

Our plant manufactures a variety 
of produc ts most of which are sold to 
other manufacturers 


of finished products. Our 


as components 
only fin- 


By HARRY E. FRY 
ng-Publicity Manager 
an Philips C 


Newspaper Billboard--A New 
Kind of Community Relations 


exclusively 
for export. Under these circumstances. 


ished products are made 
it was difficult to build a campaign 
based on the workers’ and communi- 
ty’s pride in the plant’s end products. 

As the town is a high type of resi- 
we wished to do 
something more unobtrusive than 
the usual horn-tooting for the com- 
pany in a campaign of public re- 
lations advertising. We simply 
wanted to indicate our good will to- 
ward the community in a continuing 
campaign that would be consistent 
but modest in cost. 

Our first step was to ask the plant 
manager if anyone in the plant could 
be delegated as a public relations 
contact or liaison with local 
This man could then quickly 
to the plant 
located 


dential community, 


news 
media. 
refer questions either 
manager or to our centrally 
public relations department. 

The plant manager chose a 
who had an important position in the 


man 


A SIMPLE IDEA is sometimes the most effective—and most difficult to con- 
ceive—public relations tool. Here are two samples of North American Phillips Co.’s 


“billboard,” 


PR idea offering free space in local newspaper. 








STHE COMMUNITY SILLBOARD~ 





Today is your last opportunity to visit the 
ART EXHIBITION 
SPONSORED BY 
THE DOBBS FERRY WOMAN'S CLUB 
AT THE DOBBS FERRY HIGH SCHOO! 
9:30P.M 


Doors Open 3.30 to 5:0 7:30 t 


Resdents of the community are corcally invited to view wetercolors 


Orla, Momatures and Sculptures by local artists free of charge 


WORTH ameeican Parties } COBPARY, INC. 


& Novaloe T- soeee shed 


~ The above space is denoted by - 4 





Ferrphegister 


~ agli, 
SOTME COMMUNITY BILLBOARD-< 





BE SURE TO BE AT THE 
Dobbs Ferry High School At 7:30 Tonight 


Guests are asked to be seated BEFORE 8:15 for the Fire Hazard and 


Safety Measure Derronstranon 


“VARIETY FOLLIES OF 1948” 
At 8:45 


11 ACTS OF BROADWAY TALENT 
Sponsored By 
THE DOBBS FERRY FIRE DEPARTMENT 


The obove space is donoted by 2 
SworTH ameeican vigpag the comrany, rac. 


ae et 
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TOPIC for “billboard” is aired by 
George Graham (left), editor, Dobbs 
Ferry Register, and Henry Buese, 
plant relations representative. 


plant, was respected by management 
and was favorably known in the town 
as a fine fellow and a good mixer. 
Since the adequately 
covered by a weekly 
newspaper, our 
up several luncheon meetings with the 
editor and our plant publicity man. 
At the first one, we invited the editor 
to tell us his gripes, if any. So we 
heard a recital of some of our sins of 


town was 
progressive 
next step was to sel 


omission. 

The editor immediately 
proposal to have a public 
man at the plant where he would be 


liked our 


relations 


quickly accessible. 

We told the editor that at our next 
luncheon meeting we would come up 
plan for keeping the 
before the com 
which soon won 


with a definite 
company constantly 
munity. This plan, 
the editor’s enthusiastic 
relieves us of all detail. 


support 1s 
very simple, 
is modest in cost and quietly effec- 
tive. It has worked smoothly and con- 
tinuously it was begun several 
years ago. 

Here 

1. We began sponsoring “The Com- 
munity Billboard,” a 5x6” box (210 
lines of ad space) in the local weekly 
space was avail ble 


since 


is the plan: 


newspaper. The 
without charge to any organization « 
enterprise that bene fited the gener- 
al public. For that purpose. we 
devised simple headline plate an 
a company logotype. both three ol- 
umns wide. 

The editor was asked to be the 
sole judge of what went into the 
space. A look at the samples repro 
duced here gives some idea ol the 

(Continued on Page | 17 
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= © Edited for the Keader (the Buyer) 


Digging into the problems of the reader... coming up with practical 
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solutions... boiling down these technical and factual aids for quick assimilation 
a by the busy product maker... that’s the job of ELECTRICAL MANUFACTURING 
bbs editors! Month after month, the editors pack their pages with the idea 

~ stimulation aimed squarely at the special interests of men who engineer and 
design all types of electrically operated machines, appliances and 
equipment. Timely, authorative discussions deal with all phases of the 
product designer’s activities, ranging from the selection of special 


: fastenings to the integration of complex control circuits. 


th ee @ Edited for the Guyer (the Reader) 


To the alert engineer, the advertising pages of ELECTRICAL MANUFACTURING 
are just as informative and stimulating as the editorial pages. In his pages, the 
advertiser is the editor; the reader is the buyer. Although aimed 
7 b, to influence the reader-buyer in the application of a particular material 
or component, the well-planned advertisement is timely, 
factual, and above all, pointed to the readers’ specific problems. 
the Since ELECTRICAL MANUFACTURING readership is concentrated 
wholly among engineers and designers of electrically operated 
i. products, the advertiser, like the editor, can tailor 
taut his message to the reader’s needs and interests. moy 


ite . = 9 
aid With the same effective results! = 194 
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By ROBERT NEWCOMB and MARG SAMMONS 


Employe Communications - Public Relations 


Industry's Relations with EMPLOYES * STOCKHOLDERS * DISTRIBUTORS * SUPPLIERS * NEIGHBORS 


What Does Your Community Think of You? 


- A MANUFACTURER wants to 
know where he stands in his com- 
munity, he could do worse than to sit 
down in comfortable surroundings 
with the editor of the local news 
paper. If the fourth estatesman is as 
candid as we suspect he will be, he 
will peel it off about like this: 
“When it comes to public relations, 
or sometimes to just plain, common, 
horse sense understanding of com 
munity reactions, the average labor 
leader has the average manufacturet 
backed off the boards. The unions 
are willing to lay their cards on the 
table—at least they go through the 
make 
though they may hold an ace or two 
havent any 


motions and gestures, even 
up their sleeves. They 
inhibitions, social problems or im 
aginary worries. 

“A newspaper editor may have the 
finest intentions in the world but he 
becomes discouraged when he is told 
by industrialists that local industry 
isn t concerned about the community. 
that the town is only the site for the 
factory and nothing else. He becomes 
miffed when the industrialist tells 
him that industry doesn’t care who 
is elected to the city council, or who 
is mayor, or sheriff, or anything 
about the recreation program. That, 
the industrialists say. is the news- 
paper's affair. What industry says it 
is concerned about is the economic 
condition of the areas where it sells 
its products. 

“What began to happen to that 
viewpoint a few years back? We had 
the New Deal and the expansion of 
the unions, labor demands and 
strikes. And with it we had demands 
from industry that the sheriff, the 
chief of police, the city council. the 
district attorney and the community 
itself provide protection. The agen- 
cies industry had scorned were sud- 
denly called upon to protect it.” 

Your editor will probably 
out that industry's viewpoint is 
changing, under compulsion. Manu- 


point 


facturers are beginning to take an in- 
terest in community affairs, in com- 
munity politics, and in the city hall 
and court house. 

“But.” your editor will say. “many 


manufacturers have been so clannish 


58 


and aloof for so many years that 
most of them feel like strangers in 
their own home towns. The industri- 
alists still don’t know their way 
around. But the labor unions do. Not 
many ‘of the union leaders profess to 
know much about psychology or pub- 
lic relations. But they know how to 
mix, where and how to meet people, 
make friends and create opinions.” 
Now. the foregoing is not only 
what an editor would say. It is pre- 
cisely what one editor did say. One 
of the best-known editors in the mid- 
dle west. he has been calling the shots 
accurately for nearly 20 years. The 
foregoing is quoted directly. 


Public Relations, New Style 


This reaction of the press toward 
local industry isn't new or even un- 
usual. Many a small-city editor has 
been quietly referred to as “liberal” 
or “pro-labor™ because he appears to 
publish more news about union ac- 
tivity than he does about industry's 
activity. 

The company managements who 
seethe at what they consider discrim- 


ination ought to start figuring out 


that the labor boys not only make 


news available to the press; they are 
always accessible for comment. Local 
industry, on the other hand, has es- 
tablished a reputation for saying 
nothing, for ignoring the fact that 
much that happens in local industry 
has a perfectly legitimate news value 
for readers. 

Last year a radio newscaster in 
Indiana had some caustic comment 
to make about industry, much along 
the same line. During a period of 
labor unrest. the managements in 
volved would permit union _ state- 
ments to go unchallenged. This news- 
caster made many efforts to develop 
a balanced report by encouraging 
the managements to say something. 
but they either failed completely to 
say it, or said it so late that it had 
lost its news value. Certainly a news- 
caster, facing a deadline, has no 
choice but to go on the air with what 
he has. If a management declines 
comment, then the newscaster is left 
no alternative but to say that it de- 
clines comment. 

The public relations officer of a 
company in a smaller community can 

(Continued on Page 124) 


25-YEAR EMPLOYE Chester L. Strantz (second from right) of Keystone Steel 
& Wire Co., Peoria, Ill, watches as his picture is posted on plant bulletin board. 
“News picture of the week” shows him receiving 25-year pin from the company. 
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special steering committee of industrial advertisers, agencies and publishers. 


single copies—75 cents, 10 or more—50 cents each, 25 or more—25 cents each. 
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every Monday 
Lives you... 


BLANKET 
CIRCULATION! 


age 


CHEMICAL AND ENGINEERING 


NEWS 


67,000 copies 
every Monday! 


Ay, 


A 


So you want to sell the process industries. You 
want your share of this rich full-steam-ahead market 
for day-to-day consumption and replacement sales. 
Then you've a need to blanket the process industries. 
And how big should that blanket be? 


The process industries are 32,000 plants, 2,500,000 
workers—topped by 75,000 technically-trained and 
technically-employed kingpins — chemists and engi 
neers working in all title groups. Here then is the 
gauge of your market. 

And the only coverage you can buy that matches 
this measure is C&E News’ 67,000 every Monday 
newsmagazine circulation. Read by as many as any 
other two process industries books put together, 
read from top to bottom and side to side, C&E News 
delivers full-scale blanket coverage in all directions. 


CHEMICAL & ENGINEERING NEWS 


NEWSMAGAZINE OF THE PROCESS INDUSTRIES 


Published by THE AMERICAN CHEMICAL SOCIETY 
Advertising management: REINHOLD PUBLISHING CORP. 


NEW YORK— CHICAGO —PHILADELPHIA—CLEVE- 
LAND—SAN FRANCISCO—LOS ANGELES—SEATTLE 
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COURT OF PUBLIC RELATIONS 


Employe Contest Boosts Dravo Prestige 





is 



















iw! 
\ EMPLOYEES of DRAVO CORPORATION a 
f THE PUBLIC IN GENERAL, AND SUBSIDIARIES, be 
fs PLAINTIFF | DEFENDANT = |x 
3 | 
He You are hereby summoned to appecr, with on entry for the ye 
' = | 
} oh 
| 1th Annual DRAVO TECHNICAL PAPERS COMPETITION “1949” oS 
x and to defend the action brought against you by the above-mentioned plaintiffs in suing for +. 
¥ information and knowledge about the products and services of Dravo Corporation. i 
wh hye? 


H°* to turn your employes into 
effective, spare-time press agents 
has been discovered by Dravo Corp.. 
Pittsburgh industrial and marine con 
struction company. 

The method is sponsorship of the 
annual technical papers competition, 
which has become an important sell 
ing aid for the company. The com 
petition offers $500 in prizes to em- 
ployes for writing the best articles 
published in business papers or the 
best papers read at scientific, indus 
trial or trade association meetings. 

The increased flow of such works 
by employes keeps the company’s 
name before potential customers and 
bolsters prestige. The method must 
he good, for the company has con- 
tinued to Sponsor the competition 
annually for the past 11 years. 

All employes from the office boy 
to the vice-president are eligible lo 


compete. Employes are invited to 
submit anything from short informa 
tion items to full-length feature arti 
cles on any phase of such varied sub 
jects as engineering. construction. 
welding. packaging, ma 


chine work, safety. accounting and 


shipping, 


ofhice procedures. 

The competition is handled by the 
advertising department. which re 
views articles before release to the 
press and offers assistance on ideas. 
style, subject matter, slanting, selec- 
tion of media, photographs, corre- 
spondence with editors and even the 
writing. 

An attractive. well-edited brochure 
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in the form of a legal summons has 
been distributed among employes to 
attract their interest in the 1949 com- 
petition. The two-color brochure in- 
cludes suggestions and lists the prizes: 
first prize, $150: second. S100: third. 
$50: and eight honorable mentions. 
S25 eac h. 

Prizes for the 1948 competition 
were presented in March, 1949, at 
the Dravo Engineers Club stag social 
at the University Club. Pittsburgh. 


Here’s How to Dramatize 
Research, Atomic Power, Jet 


\tomic power and jet propulsion 
are demonstrated in a new, show, 
“March of Research.” which Westing- 
house Electric Corp.. Pittsburgh, has 
sent on a three-month tour for per- 
lormances in science museums 
throughout the country. 

The show is designed to give the 
public an idea of what industry re- 
search is doing and soon will do in 
scientific and engineering advances. 
Other science headliners that will be 
demonstrated and explained by a lec- 
turer in the show are new magnetic 
materials, high temperature alloys and 
plastics. 

The program features a model atom, 
billions of times. The 
“atom” is a four-foot-wide plastic 
wheel on which various atomic parti- 
cles are represented by vari-colored 
light bulbs. The make-up of any atom, 
as far up on the scale as oxygen, can 
he represented by the proper com- 


magnified 









bination of colors and bulbs. The cli. 
when the 
shooting its nucleus 


max comes atom ts 
“smashed” by 
with a make-believe atomic “bull: 

\ miniature pulse-jet engine per- 
forms a realistic demonstration of [u- 
ture airpower at supersonic speeds, 
\ plastic bridge that 
changes color as a 100-pound automo 


suspension 


bile crosses over demonstrates how 
plastics are being used by scientists 
to predict where industrial structures 
and machinery must be the strongest 
io hold their loads. The show was de- 
signed by Dr. Richard C. Hitchcock, 
Westinghouse science lecturer. 


Three-Way Posteard Barrage 
Answers Radiant’s Inquiries 


Radiant Mfg. Corp., Chicago, has 
devised an effective system of han- 
cling inquiries from readers of the 
company s national advertising. 

The company fires a salvo of post- 
cards at the reader and the local Radi- 





NEW sales kit is being distributed by 
Armstrong Cork Co., Lancaster Pa. 
for use by contractors in showing 
Armstrong’s wall tile. Foundation 
board “easel” on inside of cover may 
be used to arrange sample tile square 
in varied wall patterns. Kit holds lt 
erature and 30 colored tiles 
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--«- 38 more are still considering buying 


Here is proof of the effectiveness of advertising in NEW EQUIPMENT 
DIGEST: 


.— We wanted to know just how good the inquiries from NEW EQUIPMENT 
COPIES DIGEST were. Over 1000 readers who had inquired about industrial 

products reported just what happened. Were they merely curious . . . 
(total distribution ) or were they actually buying products they had inquired about? 


Here is what they said: 


26.3% had already purchased products about which they 
inquired. 


37.8% are still considering buying products about which they 
inquired. 


35.9% reported no action. 


Here is positive evidence of advertising at work. Here is 
proof that it is the quality of the inquiry that counts. . . 
for results like these do not apply to inquiries in general. 
| The sales leads produced by N.E.D. reflect not only buying 


power, but the highest sincerity of purpose. 


This study also developed a wealth of additional infor- 
mation of great value to anyone with advertising and 
selling problems. The complete study is now available 
in booklet form and a copy is yours for the asking. 
Just ask your N.E.D. representative or write direct. 


[4-731 NT 
A PENTON PUBLICATION New EquipMeEn. 


cesses * MATERIALS . 


Penton Building 


Cleveland 13, Ohio 
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MAKO PLASTIC WAL. TILE 












showing samples and literature on many industrial products. 
When folded, kits are small, easy to handle. Opened, they 
can serve as displays. J&W, whose kit arrived in same mail 
with Hachmeister’s (Hako), billed its kit as “one of the most 





WHICH TWIN HAS THE TONI? These compact, effi- 
cient and remarkably similar sales demonstration kits for 
plastic wall tile have been introduced by Hachmeister (kit at 









right) and Jones & Brown, both Pittsburgh manufacturers. 
Similar kits could be adapted easily as salesman’s portfolio for 


ant dealer, as follows: 

1) A post ard is sent to the reader 
acknowledging the inquiry. Attached 
is a return postcard for the reader to 
indicate whether the local Radiant 
dealer has called, whether the readet 
has decided to buy and whether he 
wishes the dealer to call again. 

2) At the same time. another post- 
card goes to the local dealer, with a 
return postcard on which the dealer 
is asked to indicate whether the sale 
is completed, whether the inquirer 
needs more information or -is no 
longer interested. 

3) As a follow-up, the 
later sends another postcard to the 
dealer, asking what contact has been 
made with the reader since the origi- 
nal inquiry. To keep dealers on their 
toes, a return card says: “If we do not 


ompany 


hear from vou. we shall discontinue 
sending further sales leads to you.” 


Toy Model Is Potential 
Sales Aid for Industry 


One way to reach industrial buyers 
and its not bad—is through their 
children. 

Oldsmobile Motor Car Corp.. Lan- 


sing, Mich., apparently had that in 








mind when it made quantities of a 
plastic model 1949 Oldsmobile Fu- 
turamic car for distribution by deal- 
ers. The idea, although applied by 
Oldsmobile to a consumer product, 
may be a natural for manufacturers 
of trucks, steam shovels, cranes and 
other dramatic industrial equipment 
that appeals to small boys. Distrib- 
uted as a gift to the prospective cus- 
tomer. the model is a good “re- 
minder” ad in his child’s toy garage. 

The 814-inch-long Oldsmobile model 
was made of Tenite, which is manu- 
factured by Tennessee Eastman Corp.. 
and was molded by Cruver Mfg. Co.. 
Chicago. 


Low-Pressure Service Booklet 
Pleases 4-Wheel Customers 


Devise a popular give-away booklet 
that supplies needed information to 
your customers without apparently 
trying to sell anything, and you have 
an important, low-pressure sales aid. 

That has been done by Four Wheel 
Drive Auto Co., Clintonville, Wis.. 
truck manufacturer, which is publish- 
ing an annual truck-drivers’ hand- 
book that lists size and weight re- 
strictions for trucks and trailers on 
the highways of every state. The com- 
pany says that the book is as handy 
to the truck driver as a recipe book is 
to a cook and that 100,000 copies have 
been distributed—every one upon the 
written request of a truck operator. 

The only promotion for the com- 
pany in the two-color booklet is a 
modest credit line on the cover and 
an aerial photograph of the factory 
entitled, “Home of FWD Trucks.” on 
the last page. When the booklet was 
first published in 1933 three reprints 
were required within a year. The sec- 





unusual ever to hit the industry.” 





ond year the company guessed wrong 
again and four reprints were needed. 


lig Lures Potential Customer 
Away from Trade Convention 


When your trade association holds 
its convention in your company’s 
city, how do you capitalize on it sales- 
wise / 

lig Electric Ventilating Co.'s an- 
swer was an inspection trip to the lo- 
cal plant by those attending the Heat 
ing and Ventilating Exposition in 
Chicago. Special buses provided trans 
portation from the Stevens hotel to 
the plant, where visitors— including 
many potential customers 
vided into small groups with capable 
guides taking a predetermined route 
to show Ilg’s modern manufacturing 


were di- 


methods. 

Tour highlight was a new laboratory 
where technicians demonstrated air. 
decibel and stroboscopic tests of an 
lig centrifugal fan. 


Historical Booklet Sells 
Railway Express Services 


Railway Express Agency, ew 
York, has published a 24-page hook 
let, “Cavalcade of Express,” which 
recounts the dramatic episodes in the 
history of American business trans 
portation. 

The episodes, which range in sub 
ject from the pony express am 
overland stages to the first railroads 
are good enough to carry the 
reader through the booklet and 1s 
scattered references to the part @ 
Express in this countrys 


' 


Railway 
transportation history. 

The booklet is being distr | puted 
widely to business and industria’ com 
panies. 
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VIAA Affairs Reported In 4-Page Insert 


Beginning with this issue of INDUSTRIAL MarKET- 
inc, NIAA News, reporting the activities of the Na- 
tional Industrial Advertisers Association, including 
both national headquarters and local chapters, will 
appear in the form of a four-page insert. 

This expansion of the news coverage of NIAA is 
in line with the broadened program of the associa- 
tion on all fronts. The volume of its work justifies 
both the increased space alloted to the association 
and the added emphasis supplied through the use 
of an insert. Likewise the latter will be available for 
promotional use by the association. 

The initial insert of course lays special stress on 
plans for the annual conference to be held in Buf- 
falo, June 12-15. It is already evident that those who 
attend this meeting will get more than their money s 
worth in inspiration, information and_ entertain- 
ment, and it may be that in view of the increase in 
the number of chapters and total membership, at- 
tendance at the 1949 conference will reach a new 
high. 

Readers of INpusTRIAL MARKETING, who note the 
pictures of the new headquarters office of NIAA at 
1776 Broadway, New York, should be reminded to 
drop in on Blaine Wiley, executive secretary, and 
his hard-working staff. The headquarters facilities 
do justice to the importance and influence of the 
largest advertising association, in point of individu- 
al memberships, in the world. 


Financing the Cost of Readership Studies 


Great interest and enthusiasm have been aroused 
as the result of the publication of the results of the 
first full-scale study of business paper readership by 
the Advertising Research Foundation. A summary 
of the findings, based on a survey of Automotive 
Industries, was reported in the April issue of IN- 
DUSTRIAL MARKETING, and a slide presentation giv- 
ing many of the high lights has been presented to 
ocal chapters by Bernard Dolan, president-elect of 
the NIAA. 

There is no doubt that the efforts of industrial ad- 
ertisers, agencies and publishers to develop a pro- 
ram of continuing readership studies marks a mile- 
tone in the progress of the field. The job is well 

orth continuing, and we have no doubt that it will 

However, it seems certain that the problem of 
nnancing this worth while effort will have to be 
iven careful attention as time goes on, since this 
pe of field survey is extremely expensive. 

he burden of cost has been shouldered primarily 

the Associated Business Papers, with additional 
ntributions by the cooperating associations, in- 
iding NIAA, and the individual papers studied. 

t it must be remembered that the ABP, while 
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representing many of the leading publications in the 
industrial and trade field, has a membe ‘rship of only 
a little over 130, and it seems unreasonable that a 
small percentage of the publishers in the business 
field should pay the principal cost of research that 
will benefit all users of the business press. 

The study of repeat advertisements, which added 
greatly to knowledge of an important subject, was 
financed by contributions of a number of interested 
advertisers, and we see no reason why the continu- 
ing study of business paper readership should not 
be given a much broader base than has been pro- 
vided up to this time. As a permanent program, this 
should give the continuing study the type of financ- 
ing which will distribute the cost equitably and 
without undue burdens on any of those sharing the 
benefits of the work. 


How’s Your Distribution? 


Distribution in the industrial field takes many 
forms, each adapted to the requirements of buyers 
and the needs of the manufacturer. The discussion 
of the most effective methods of distribution, as well 
as comparisons of costs through different channels, 
is never ending. The subject is both extremely in- 
teresting and highly important. 

During 1949 INpuUsTRIAL MARKETING will give 
increased attention to this field. The current issue 
carries the first of a series of articles on distribution 
of building materials, and other articles dealing 
with distribution through mill supply houses, ma- 
chinery dealers, manufacturers’ agents and many 
other types of dealers and distributors of industrial 
products will appear. 

Some of the problems of distribution are inherent 
in the type of sales effort which is required. Creative 
selling for industrial specialties obviously takes more 
than routine sales contacts and catalog service. On 
the other hand, where the problem of installation of 
equipment calls for engineering service, the dis- 
tributor must either be qualified to supply it or 
the manufacturer must assume this responsibility. 

Another question which constantly bothers sales 
executives is insuring uniform performance by all 
distributors who enjoy the standard discount for 
this service. There is admittedly considerable dif- 
ference in the calibre of performance by dealers and 
distributors who are theoretically on the same basis. 
A clear understanding of just what distribution 
services are to be undertaken by the distributor will 
not only save discussion, but will definitely save the 
standards. 

We shall welcome comments from readers re- 
garding this broad subject, as well as suggestions 
regarding the types of information you are most 
interested in. 








Helicopter for the Editor? It Doesn't Pay 





“EDITOR'S HELICOPTER SERVICE?” is tested by Maclean-Hunter Publishing 

Co., Toronto, after opening of new $4,500,000 printing plant. Ronald A. Keith, editor, 

Canadian Aviation, steps out of borrowed ‘copter after trip from home to 

office to plant. Verdict: ‘copter price of $31,000 to $98,000, plus $50 per hour flight 
costs, make helicopter messenger service too costly. 


Factory Expert 


| CONTINUED FROM Pace 38] 


the product that you never dreamed 
existed before. facts that boost sales. 

Now, the purchasing agent may not 
be a mechanical wizard, but he ap- 
preciates the fact that the factory man 
has come all the way from Cleveland, 
that his new gages appear to be worth 
while and that the chief engineer. 
shop superintendent. chief inspector, 
manager ol quality control and others 
should see this new idea. Further 
more, the smart purchasing agent 
senses when a new development is 
good enough to warrant the attention 
of the officials in the plant. That is 
one reason he is there. 

\fter knitting his brow and tapping 
the desk for a moment, he will pick 
up the telephone and. after being con- 
nected with the chief inspector, say. 
‘Al, this is Joe. You know Smith of 
City Tool. He is here with a new idea 

ingle gage blocks for checking and 
obtaining angles—put out by Webber 
Gage Co. Mr. Collins of that com- 
pany, has come here from Cleveland 
to demonstrate the product. It looks 
good to me and | think you ought to 
see these fellows. Mr. Collins makes 
a very convincing demonstration. Um 
going to get Bill and Mike in on it. 
too.” referring to the shop superin 
tendent and tool-room foreman. 

The shop men shake hands gravely 
with Collins from Cleveland and 
gather to listen and observe. They are 
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impressed by the fact that the factory 
expert is here and pay strict atten- 
tion. 

If Mr. Collins knows his job, he 
gives them a good explanation of the 
product—as one factory man to an- 
other. Familiarity with the product 
and its applications and ability to an- 
swer all technical questions should 
enable Mr. Collins to sell the shop 
men if the product is good. 

You can well understand that the 
factory man, specializing in one prod- 
uct, knows the answers backward. 
He knows, from hundreds of previous 
calls and demonstrations. just about 
what the going to 
say—their 
tions, their general reactions. He is 
more thoroughly versed in the intri- 
cacies and the special merits of his 
own product, than the agent to whom 
this is just one of 12 or LOO products. 


prospects are 


questions, their objec- 


Your Product is Your Baby 


Several times in recent years | 
have donned the mantle of “factory 
expert’ and have gone the rounds with 
our manufacturer's representatives 
and sales agents in various leading in- 
dustrial cities. | have learned many 
valuable lessons and I believe that 
every industrial organization, every 
manufacturer, regardless of his line. 
should maintain a factory man, on 
the road constantly, in a continuous 
educational and sales campaign. 

If you ever go out on the road in 
the guise of factory expert. there are 
several important things to consider. 


First, don’t be surprised or alarme 
if in your conversations with tl 
agent and in making the rounds, you 
discover that there are certain things 
about your product that you yours: 
considered elementary but that tl 
agent doesn’t seem to understan| 
thoroughly. 

You must remember that that pa 
ticular product is your baby, your 
livelihood. Don’t let the agent know 
that you are chagrined or amazed if 
he doesn’t know certain points you 
felt sure everybody knows. Don't 
even be surprised if he appears un- 
aware of certain features that are 
there in black and white in your cata 
log. 

Adroitly, carefully. 
points about your device that he must 
know to make more sales. Repeat and 
repeat until it sinks in. When you go 
out with him to make calls, work ex 
tremely hard to sell, put forth youl 
very best efforts. because he will be 
greatly impressed when you do land 
the order and he will see with his own 
eyes, hear with his own ears, that 
your line can be and is being success- 
fully sold. 

Sell your agent thoroughly, for re- 
member that you are competing with 
his other lines—and you want as big 
a slice of his time to be devoted to 
your line as you can possibly get. You 
can only do that by painting an in 
triguing picture of the earnings pos 
sibilities. by selling him on the ex 
cellence of your product or service and 
by proving to him, by making sales 
yourself. that he too can do the same. 


explain the 


As factory expert, talk over your 
proposed day’s calls, with your agent. 
Lay out a plan of attack. Plan it so 
that. although you'll do the lion's 
share of talking as the big noise from 
the plant. he will also get a few words 
in. In other words, your approach 
has to be tactful. yet forceful, it’s got 
to cover your line fully so that the 
prospect will really get to know your 
goods, but it must also be presented 
in such a light that it will not make 
the agent look like a dumbbell for not 
having presented the line in the way 
vou have sold it. 

So. if you are a manufacturer's 
agent or a full time exclusive repre- 
sentative. why not take stock of your 
situation? If you are not satisfied with 
the sales write the manufacturer and 
ask him to send a factory man so that 
you ll be able to increase sales. 

If you're a manufacturer with 
manufacturers’ agents scattere‘ 
throughout the country, try out this 
plan yourself. Spend some tim ef- 
fort and money upon training and 
working with the men in the field and 
watch your sales forge ahead. 


INDUSTRIAL MARKETING, May, !949 






















Ow 


ARF Readership Findings. . 


HE Advertising Research Foun- 
=) 


dation has just recently pub- 
lished report of pocketbook con- 
cern to you. It is the ARF’s first study 
of a proposed series covering busi- 
ness paper readership. 

Last month’s INDUSTRIAL MARKET- 
inc carried the important details of 
this major project. For our purposes 
here we need only to tell you that this 
first study covered the Oct. 15, 1948 
issue of Automotive Industries, page 
editorial and advertising, 
cover to cover. Let us assure you that 
scientific pretested research and sam- 
pling methods were utilized even to 
the degree of a so-called “qualifying 
kit” to eliminate all but qualified 
reade rs. 


by page, 


This report is based on 463 actual 
interviews made during Nov. 15 
through Dec. 7, 1948, with both sub- 
scribers and subsequent receivers of 
195 copies of Automotive Industries. 
These were properly diffused over 
officials, engineering per- 
production, management. 
sales and advertising people, purchas- 
ing men and others. The surveyed is- 
sue carried a circulation just short of 
11.000 with an indicated 26.000 po- 
tential readers, of whom 19.000 were 
classed as qualified readers. 

So much for the 


company 
sonnel. 


Now a 


sample. 


Waukesha Motor 





Local Engines Make Good 


SMEs MOTOR COMPANY, WAUKESHA, WIS. NEW TORE. TULA LOt ANGELES 
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quick picture of the publication, it- 
self. It contained 162 total pages— 
105 1/3 advertising pages. .. 130 1 
dividual advertisers. ..85 full pages. 
18 half-pages, 2 two-third units, 6 
third pages, 4 quarters... also 2 
spreads and | insert. It is about these 
we now propose to w rite (or perhaps 
“discuss-in-print” would be more apt) 
with the difficult task of trying 
to relate our critical point-of-view 
to the actual readership score each 
advertisement achieved. We shall, 
therefore, start right at the top of the 
rating list and slide down it. . . landing 
not on our rears, we hope. Later we 
will draw a breath, take time out, do 
and finally attempt a 
measure of dollars of ad cost to read- 
ership. 


some recaps, 


Surely there must be an easier way 
for all of us to eat and keep a roof 
over our heads. 


Copy Chasers ‘Stumped!’ 

We'll start with a group of the 10 
highest scoring ads, top man of which 
is an honor held by the Waukesha 
Motor Co. with a readership score 
of 52 %. What exactly does that 
mean? It means that a little more than 
half of the qualified readers in this 
study (there were 330 in total) re- 
membered reading or seeing some 


Ross Gear & Tool Co. 
Sa et eT 


sus wom Herible 


AND ROSS STEERING 15 OW THE 108 


Cam & Lecer STERRING 


the Copay Chaaera 


12 Best Ads 


part of the Waukesha ad—headlines, 
illustration or copy. Scores are also 
given for readership of the advertise- 
ment’s major elements. 

Now politely, we'll quote what the 
ARF committee who directed this 
study says about Waukesha... then 
we ll put in our two pence worth. 

“A black and white display, it 
featured an ‘on the job’ picture 
of road equipment powered with 
Waukesha motors and a testimonial 
from the Waukesha County High- 
way Commission. The latter pro- 
vided the basis for the catchy head- 
line ‘Local Engines Make Good!’ 
The theme was carried out in the 
copy which pointed out that with 
home town folks there’s no distance 
to lend enchantment. Fifty per cent 
of the readers noted the pictures, 
20% recalled having read the head- 
line, while 46°% read some of the 
copy” 

We're stumped! Without looking 
at another ad in the issue, we are com- 
pletely at a loss to figure why Wauke- 
sha rates number one. We presume 
that like copy that has “punch” 
(ugh!) there are headlines that are 
“catchy”... yet no less eminent a 
readership student than Roy Eastman 
will tell us we need no “catch” for 
our job-interested business paper 
audience. If, however, that’s waltzing 
around the issue, let’s agree that it is 


*%Timken Roller Bearings 














“a catchy headline” but no more than 
that. 

Now there’s a_ testimonial letter 
(we think) adjacent to this head but 
it’s the size of four postage stamps 
and your Uncle Zeke couldn't read it 
with his magnifying lens. True, ex- 
cerpts of it season the text below but 
you'd be surprised how many people 
like to read other people's letters. 

We're awfully stubborn or just 
plain stupid . . . but we can't even 


reconcile 50° of the readers who 


noted the picture. Its simply a 4x7” 
photo ol a road-building scene with 
trucks, compressors and other equip- 
ment at work. It is not particularly 
interesting or exciting. Can the rating 
of 50% mean only that half of the 
readers noted there was a picture in 
the ad? Or would you go along with 
us if we said 50°. of the readers saw 
the picture all right, but 
nothing in the picture to sell them or 


there was 


excite them? 

Well. now that 
everybody including ourselves, what 
about the text? Opening paragraph 
is just a . “With 
townsfolks there's no distance to lend 
enchantment”. That's the angle. ex 
cept that it takes up 44 words in all. 
and could have been said in a single 


we ve confused 


warm up.. home 


sentence, Sec ond paragraph: 


When Mr. E. J. Stephan and 
Vir. Grover Dobbertin tell vou. ‘For 


ny years I aqukesha County has 
bee purchasing road-equipment 
pomwerer f i aukesha Wotors 
and speak of Waukesha’s ‘fine per 
formance if is significant They are 
the Highway Commissioner ind 
Chairman of the Highway Commit 


tee of Waukesha County 

The real dirt. however. is in the 
fourth paragraph, a direct quote: 

Just recently we purchased one 

of your large diesel power units 
for our new crushing plant and it is 
proving out far beyond our expe 
tations. One short day we crushed 
over 600 yards of gravel, which is 
about double the production of the 
unit owned and operated by Wau 
kesha County previous to the instal 
lation of the Waukesha Motor Com 
pany Diesel The service you 


render when needed is superb.” 


Overplays Local Angle 


That’s all right! That's what the 


little old ¢ Op Chasers have been 
carping on for 
facts. Yet. top dog though this ad a 


tually is, it leaves us with two copy 


years 


criticisms. First. that its writing could 
be better edited by getting into the 
real story Second, that it 
overplays the local angle. After all. 
why shouldn't the Waukesha County 
Highway people like to buy equip 
ment powered by Waukesha Diesels. . . 
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and why shouldn't the Waukesha 
Motor Co. knock itself out to service 
the Waukesha Highway Commission ? 


Waukesha 


rating is a matter of research. ..ou 


Remember now... the 


remarks are only opinion, granted ex- 
perienced opinion. Long live Wau- 
kesha. 

Next in line is a Ross Gear & Tool 
Co. ad which scored 48° >. This. too. 
is a black-and-white ad. Conventional 
layout. with a good size rectangulat 
halftone of a bus, it is headlined, 
“Dual Engine FLXIBLE and Ross 
Sfeering Is On the lob”. Flxible is not 
1 misprint, but a company which 
manufactures the “Clipper Coach,” of 
which Ross equipment is a part. This 
we learn from the first paragraph of 
text. The second has the business. 

‘Experience gained through the 

use of Ross steering gears on mili- 

tary vehicles during World War Il 


has lead to current improvements 


in Ross design. resulting in: (1) 
Ine reased mechanical reduction eee 
2) More compactness of design... 
(3) Reduction in weight ... (4) 
Greater arm angular travel... (5) 
Improved metallurgy ... (6) In- 


crease d efficiency. 
Third and wind-up paragraph talks 


‘41 years of leadership” “dis- 
tinguished” ...“long life”... “safety, 
stability. and performance. True. 


only 21°. of the readers read some 
of this copy as against 48° who 
looked at the picture, And all the 
picture is is a full-length photo 
of a bus! 

Frankly. this wouldn't rate a winner 
in our league. At best. we think it's 
average. So let's keep scouting 

*xThird man on the totem pole is 
Timken Roller Bearing Co. with a 
black-and-white ad that attracted 45% 
of the readers. This baby starts out to 
our liking . .. “How to get smoother 
meshing in automatic transmissions.” 





Who will quarrel with that headline? 
Illustration is a pseudo sketchbook 
page with a simple mechanical draw. 
ing of a part of a transmission. Hand. 
written notes on it says: 
“Timken bearings keep shaft ri 
idly aligned—-gears mesh smooth! 
“Deflection and end-movement 
eliminated. 
“No separate thrust bearings o1 
washers needed.” 


Three paragraphs of main text 
two of which count. Here’s the first 
shot: 

“Smooth, accurate meshing with 
quiet operation of the gears de- 
mands a rigidly aligned counte: 
shaft, free from deflection or end 
movement. That's where Timken 
tapered roller bearings can help, 
by keeping the countershaft in 
your new automatic transmission 
accurately positioned for years of 
trouble-free service.” 

Now, brother, if you want /acts 

.. here they come! 


“Due to their tapered design. 
Timken bearings carry both radial 
and thrust loads in any combina- 
tion—an important consideration 
with helical gears. Separate thrust 
bearings or washers are unneces 
sary. The tremendously high load 
carrying capacity of Timken roller 
bearings also means that minimum 
sized bearings can be used, con 
serving space. And since the beat 
ings can be adjusted permanently 
at installation, wider tolerances on 
surrounding parts can be allowed 
with consequent production s 


ings.” 


It is interesting to note that of the 
5% “picture lookers.” no less than 
10°. read some of the copy whereas 
the ratio on Ross was 48 to 21. Or 
the other hand, Waukesha was 52 t 
16. So we're not ready (if ever) t 
draw any deductions. 

Next month when we study the ads 
in their respective product classifica 
tions and make our reconciliations 10! 
cost of ad. color. bleed. position. elc.. 


perhaps we'll discover an answer. | 
the meantime. study or no study. this 
Timken page rates a big OK AS I. 
SERTED from us. with special ac- 
knowledgement to the Timken cop! 
froup at Cleveland office of BBD&O 

The initial two-color ad in the study 
rated fourth position . . . and score¢ 
12%. The advertiser—Automotiv 
Gear Works. The product Double 
Diamond Gears. At the top o! this 
bleed page is a handsome photo © 
two meshed gears. beautifully spo! 
lighted against a stark black back 
sround. A big red asterisk is splashe 
next to the gears... picked ul agall 
(smaller) adjacent to the headline: 
“Backbone for a modern Pau 


Bunyan.” 
What does that mean? Well. if yeu 
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this 


assume that all readers know who Paul 
was, you're okay . if they do? Any- 
way, to us modestly well read folk, 
we know this all has something to do 
with logging and stuff. The slant is 
that Double Diamond Gears are used 
in power saws and other lumbering 
and milling equipment. 

We've just read all the copy and it 
sure does not stand up. Opening para- 
graph introduces Bunyan, ballyhoos 
power saws, praises the gears that 
drive them. Next paragraph insists 
these gears are unique, that “their 
distinction is simply that they do so 
well the work they are designed to do”. 

What work, son? Well, we're not 
stubborn, we'll look again: 

“And that, in the final analysis 
is what gears are for. To work. 
Simple or complex. Large or small. 
The final appraisal concerns per- 
formance. How well do they do the 


job?” 


Okay, how well, son? Tell us. 

“That is a question we like you 
to ask about Double Diamond 
Gears. Into them go good engineer- 
ing, excellent manufacturing and 
inspection facilities, more than 
twenty-five years of gear making 
skill. Well and good. But what is 
more important, the way they are 
made pays off in the way they per- 
form. They do very well the work 
that you want them to do.” 

Tell us now, honestly ... did you 
ever read a more exasperating piece 
of copy? Yet 15% of the readers read 
this copy! Must have made them pretty 
mad at good time wasted. 

* Now, in a close fifth position, scor- 
ing overall 39%, we have the Bundy 
Tubing Co., a two-color ad with lay- 
out technique not yet discussed in to- 
day’s column—the cartoon or humor- 
ous approach. Headed, (and quite ef- 
fectively, we feel) “How can you pos- 
sibly beat Bundyweld for automotive 
tubing?”—it shows one character 
blowing a pseudo French horn made 
of Bundy Tubing while another 
character, masquerading as an or- 
ches! a conductor, with baton in hand, 
IS Saving: 

“Double-walled Bundyweld has fea- 
lures to sing about!” Why Bundy 
says “sing” when the guy is blowing, 
we can't guess, but carry on: 

“It's Stronger! Highly Resistant 
to Vibration, Fatigue, Leakproof 
Under Pressure! Low in Cost!” 
That's all displayed in a balloon. 
Now we Il try eee 

“!wenty parts on every car pro- 
duced! That’s Bundyweld’s average 


tod and here’s why: 

“Bundyweld is double-walled from 
@ single strip of metal. 

“think of the additional strength 
this unique construction gives Bundy- 
weld Tubing! Copper brazing 
thro 360 degrees of wall contact 
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Double Diamond Gears 


means no leaks under pressure, no 

breakage under heavy vibration or 

short radius bends.” 

Next, there’s a very valuable strip 
of copy across the lower part of this 
Bundy page, labeled, “Why Bundy- 
weld Is Better Tubing.” Four little 
copy blocks, illustrated, tell why. 

If you were to ask us how come 
this ad rated fifth instead of second 
or third, we'd be lost for an answer. 
But maybe we shouldn't strain too 
hard yet to solve such puzzles. After 
all this is still only one readership 
study. So. we'll settle our part of it 
with an OK AS INSERTED to 
Bundy copywriter, S. E. ODHNER, 
Brook, Smith, French & Dorrance, 
Detroit. 

Actually there was a tie for Ad 


Hyatt Roller Bearings 
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HYATT ROLLER BEARINGS 








*% Bundy Tubing Co. 


No. 5 between Bundy and Hyatt 


Bearing. It had the same illustration 
rating, 37%—a better headline re- 
membrance, 34% (to Bundy’s 23% ) 
but a lower text readership, 22%. 


This Hyatt black and white page is 
really “institutional” copy, and that 
doesn’t make it any easier to evalu- 
ate. It opens with an_ institutional. 
type headline, “100,000,000 ‘CARS’ 
AGO ... HYATT WAS READY.” 


This is played against a drawing of 
one of the early gas buggies, and 
followed by three paragraphs of text, 
set in a border of graph paper. Base 
of ad is trimmed off with a drawing 
of a modern car, inset of a roller 
bearing and the Hyatt sig across the 


Bendix Products 







7) SL FOR PROPELLER SHAFTS 


okKrF 


eueere Cosmos 
PROPELLER SHAFT BOXES 








*SKF Industries 


hottom. Phe copy says: 


“HYATT made the first rollet 
bearings. From the very start of the 
automotive industry Hyatt Roller 
Bearings have been quietly doing 
their work, giving efficient. smooth 


performance through the years. 


Can advertising be this easy? Can 


copy be written by corporation presi- 


/ 


dents? Come again: 


“Hyatt and the automotive industry 


grew up together—every progressive 
often in advance of 
Hyatt 


engineers are con 


step was made 
the car manufacturer's needs. 
laboratories and 
stantly designing, testing, better roller 
bearings to meet the requirements of 


years ahead.” 


But It's Not Specialized! 


Addressed to the general public 
this might pass. Addressed to the 
production, engineering and other in- 
dustry people who read a spec ialized 
think it’s plain 


business paper, we 


silly. 

Next in line—a two-color bleed 
page for Bendix products. Picture 
stopped 33° of the readers. What 
kind of picture? Poster-style, big 


black shield at the top, “BENDIX 
PRODUCTS”—white ribbon — run- 
ning through it. “Builders of the 
Basics of Better Motor Vehicles’. 
\ red stop watch in the center of the 
page with various Bendix products 
spotted around it and illustration of 
a tractor-trailer super-imposed over 
the lower half of it. Then, we guess 
what you'd call a subhead, “B-K 
Trailer Power Brakes Assure Split- 
Second Synchronized Braking”. One 
block of text: 
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Moraine Products 


“The Bendix B-K braking 
system for trailers meets every high- 
way braking need—and does it at the 
lowest possible This 
brake system assures fast-acting, pos- 
itive application, giving you perfect 
under all conditions. 


power! 


cost. powel 


trailer control 
Synchronized in both speed and de- 
gree of application with the tractor 
brakes, it forms an ideal combina- 
tion with a Hydrovac-equipped trac 
tor. The Bendix B-K trailer system 
requires almost no maintenance be- 
cause it's specifically sealed against 
water. For a complete, en- 
the finest power brake 
market Better Buy 


dirt and 

gineered unit 

system on the 

Bendix!” 

We seem to have no available re- 
cord of what percentage of readers 
read this text. It’s a pretty fair piece 
of writing except perhaps for un- 
supported superlatives such as “low- 
est possible “jinest power 
brake system”. Our feeling is that the 
layout design doesn’t give the copy too 
much of a chance, burying it in an 
l¥e” x 3” block at the very bottom 
right hand corner of the page. 


cost 


Hold Your Seats, Folks 


Thus we have a picture of the first- 
rated seven ads in this study. Note, 
however, that this ranking is on the 
basis of “illustration noted” and not 
read” or even “headline re- 
membered”. Were we over in the 
consumer field, considering impulse 
purchase items (cigarets, liquor, 
etc.) this basis of ranking might 
make sense. In a business publica- 
tion, with rare exception, we think 
it would be much the other way 


“Copy 


around, with the prime standard 
copy readership. Do you agree? 





Think it over while we carry on. 
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*& Five advertisements, each-scoring 
32% (“illustration noted”) complete 
this group of 12 top ads. All were 
full pages, four were in color, one 
black and white. This last for SKF 
Rubber Cushion Propeller Shaft 
Boxes. Very practical, natural layout 
with two illustrations- 
a shaft assembly, the other with the 
assembly cut away at the shaft box, 
revealing the bearing. Two arrows 
here indicate, “Rubber Cushion” and 
“Align-O-Sealed”. Headline says sim- 
ply, “FOR PROPELLER SHAFTS”, 
Now, get a load of this copy: 

“The SKF Rubber Cushion Pro- 
peller Shaft Box reduces driver fa- 
tigue and wear-and-tear of the vehicle 
because its specially-processed rubber 
cushion dampens and absorbs at the 
source, the destructive vibration oj 
heavier and higher speed shajts.” 


one showing 


Do you read a business paper for 
helpful information? Well, this is 
SKF giving out with it, making your 


expensive time investment worth- 
Ww hile. Vore oo 
“In this construction, the rubber 


cushion has the sole function of ob- 
sorbing vibration. The self-aligning 
ability of the unit does not depend 
upon external cushions which, if flex- 
ible or worn, permit shaft whip. The 
stability of the propeller shaft is as- 
sured by the SKF Self-Aligning Ball 
Bearing. This bearing freely accom- 
modates chassis weave, yet constantly 
maintains correct alignment of the 
shaft center.” 
This is Shakespeare selling the 
automotive industry. Last paragraph! 
“The swivel action of this bearing, 
plus longitudinal freedom in_ the 
housing, precludes the imposition ol 
thrust and moment load upon either 
the bearing or rubber cushion. SKF's 
exclusive Align-O-Seal guards against 
the entrance of dirt, dust, and road 
splash.” 


We have no text readership figures 
for any of the ads in this group. 
We'll see if they're available and re- 
port in next month’s continuation of 
our analysis of this ARF Study. 
Likewise at that time we will look at 
SKF again and see how it rated among 
advertisers of similar kinds of prod- 

As we mentioned before. this 
in any business paper advertising 
study is highly essential. Suffice t 
say that whether this SKF text rated 
5% or 50%, every man who read it 
knew a hell of a lot more about the 
product than he did after reading 
the Hyatt ad or Double Diamond 
Gears. We say this is industria! cop) 
at its informative best, and that 
such information there is the sub- 
stance of sales conviction. An Ok 
AS INSERTED with Oak Leal 
Cluster to A. B. Tuthill Advert® 


ucts. 
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inst product developments of interest to them. They know 

road they’ll get the most complete news coverage on new 
products first in Electrical Construction and Main- 

ures tenance. And they have learned that they can count 

oup. on the newness of new product items published, be-. 

| re- cause their editors have no purpose but to give them: 

1 of news. This makes for believability. 

udy. More than 22,000 electrical contractors, industrial 

k at plant chief electricians, motor service shop men, con- 

1ong sulting electrical engineers and electrical inspectors 

rod- subscribe to Electrical Construction and Mainte- 

this nance. They read it. They believe in it. 

sing 

e to 

rf They do, if your advertising tells them useful facts b 

- the -gives them information they can use on the job. a a A McGRAW-HILL 


Here at Electrical Construction and Maintenance we — PUBLICATION 
have compiled a great deal of information which our “- 


But how do you know they also read your adver- 
tising? 


ding 
a readers tell us they want in advertising. Every 
t ip ‘lectrical Construction and Maintenance represen- 
cub. ative is “ready and willin’” to give you this infor- 
OK nation on reader interests to help you create more 
Leal Tective advertising. Or call on us at 330 W. 42nd 
wtie Street, if you have a problem. We'll be glad to help. 
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ing. assisted by staff of SKF Indus- 


tries, Philadelphia. 

Another 32 percenter for picture 

Moraine Products, a GM division, 
an engine bearing manufacturer. 
Two colors, yellow and black, bright- 
en the layout, do no harm visually. 
Half-section of a bearing is shown at 
the top of the ad against a yellow 
panel stating, “DUREX-L00 ENGINE 
BEARINGS CARRY THE LOAD. 
Nothing startling about that so let's 
look further: 

More and more 
truck manufacturers are recognizing 
the unique ability of DUREX-100 
engine bearings to stand up under 
the demands of today’s high combres- 
sion engines to carry the load 
long after conventional bearings fail.” 


automobile and 


Big Redeeming Feature 


If this was our baby, wed take 
our headline out of this paragraph 
and kill the rest of Second para- 
graph would then make a 
paragraph because it says that Durex- 
100 is original equipment in Buick, 
Cadillac, Olds, etc. Third paragraph 
insists there's a reason for this grow- 
“Moraine engi- 


good lead 


ing acceptance, that 
neering and experience has produced 
a bearing that embodies all the ad- 
vantages of high lead base babbitt 
lining, while minimizing its suscept- 
ability to fatigue failure.” 
Next paragraph comes in with the 
push a little too soon: 
“If your engine plans call for main 
or connecting rod bearings superior 
in conformability, 
tigue and corrosion, and with a high 
point, look to Moraine for 
Durex-100 engine 


resistance to fa- 


melting 
the answer 
bearings 


The big redeeming feature of this 
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ad weve neglected till now. Its a 
photo-micrograph of cross-section of 
Durex-100, magnified 33 times with 
steel back, matrix and babbitt—ex- 
plained by this caption: 

“THE MATRIX MAKES THE 
DIFFERENCE—Steel-backed _ inter- 
mediate matrix or porous copper- 
nickel bonds mechanically, as well as 
metallurgically, with thin high lead 
babbitt overlay.” 


*% Another 32 percenter HEALD 
MACHINE, two colors. bleed. inside 
front cover. A _ nice clean case 
study, “PRODUCTION INCREAS. 


ED 170% And then “. . . and costs 
cut 63c on the dollar with a New 
Heald Bore- Vatic.” 

Now. see how painless it all is for 
the reader as well as the writer. 

“That's the actual production re- 
cord of a leading washing machine 
manufacturer. When a new Heald 
Model 222 Bore-Matic took over the 
job of finishing gear cases, production 
went up 170 per cent—and costs came 
down 63 per cent!” 

That's sound presentation 
liberately repeat the figures from the 
headline. Now. more detail: 

“Five holes are 
faced and chamfered in a single set- 
ting. obtaining close accuracy for 

and eliminating several op- 
previously re- 


to de- 
precision bored, 


spacing 
erations and 
quired. 
“Easy, convenient operation, com- 
bined with a fast hydraulic fixture 
and rapid cycle, enable an operator 
to run this Bore-Matic and also a drill 
used for a previous operation. 
“Perhaps you don’t have a job ex- 
actly like this one—but you do have 
the same opportunity to—etc., etc.,” 
We'll give an OK AS INSERTED 
for a good case study any day of the 
week. The creator of copy, head and 


rough Heald Machine 


setups 


layout was 












Eclipse-Machine 


STROMBERG 


I1rburet 













Mass. ) Philip H 
finished art hy 


Co.'s (Worcester. 
Warren Jr., with 
Rickard Co.. N. Y. 

This leaves Eclipse-Machine (a 
division of Bendix Aviation Corp. 
and Vickers Inc. (a Sperry division 
to complete our group. The forme: 
two colors. poster-style shows a not 
very-well-drawn car, halftone of a 
carburetor, and says: 

“Your Customers 
formance” 

“Performance 
Carburetion™ 

“Demand STROMBERG for the 
finest Carburetion”™ 

Did 32% of the 
puerile effort because it has a back 
ground of big blu@triangles? Certain- 
ly not for the car picture! Certainly 
not for the carbureter photo! What 
then. Solomon? 

Vickers, on the other hand, puts 
some meat on the plate. Selling 
“PACKAGED HYDRAULICS”, it 
uses little halftones to show several 
applications—A gayculture, Automo- 
tive, Construction. Then it shows its 
“VICKERS POWER PACK” 
this to say about it. 

“The Vickérs Hydraulic 
Pack is a compact, self-contained hy- 
draulic &ystem which meets a wide 
variety of control needs in mobile 

It provides the machinery 
equipment manufacturer with a 
quick, easy. installation 
which assures his customers of long 
trouble free service.” 

Second and last paragraph is de- 
listing some of the 


Demand Per 


Demands Reliable 


people see this 


and has 


Power 


equipment. 


low-cost 


voted mostly to 
kinds of equipment that can be con- 
trolled by the Vickers. We think this 
would have worked out more effec- 
tively in a list or box—with the text 
(Continued on Page 123) 





Vickers, Inc. 
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Agency Volume Increase 4.1%, 
alee hundred ninety-eight advertising agencies partici- 
pating in INpUsTRIAL MARKETING’S exclusive annual 





tabulation placed 452,408 pages of advertising in business 
papers last year. 
Five hundred forty-one of the 598 agencies reported for 


both 1947 and 1948, and showed a 4.1% gain from 419,681 





to 437,004 pages. 





The 25 leading agencies lagged slightly behind the field, 





> 


placing 156,984 pages in 1948, for a 3.7°7 gain over the 





151.383 pages placed in 1947, 





J. Walter Thompson Co. advanced from second to first 





place with 17,222 pages, a 20.7% gain over 14,270 pages 


laced in 1947, 
I 






Fuller & Smith & Ross, Cleveland, New York and Chicago, 





ran a very close second with 16,933 pages, representing a 





slight decline from 17,143 pages which gave them the lead 


spot tor 1947, 






Batten. Barton. Durstine & Osborn easily held their third 





place position from 1947 with a 6.3% increase from 14.235 





to 15.127 pages. 





25 leading agencies 


Business Paper Space Placed by Advertising Agencies, 1948 


Copyright, 1949, Advertising Publications, Inc. 
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Rank Pages Pages 
1948 1948 1947 
277 Aaron, Sill & Caron , 328 100 
240 Abramson, Ervin R.. Advertising 103 440 
164 Acme Advertising Agency 95 76 
381 Adams, Burke Dowling, Ine. 173 238 
264 Ad Fried Advertising Agency SCiess 349 36 
1440 Adkins, A. L.. Co. .. 114 90 
120 Advertising Corporation, The .... ae ae 781 
301 Advertising, Ine. ; ; 275 100 
45 Advertising House. Ine. ‘ = oa 121 
184 Advertising Producers-Associated 607 735 
342 Advertising Service Agency ....... ~ 30 24 
»44) «Advisors, Ine. , ee le 29 13 
34 «Aitkin-Kynett Co.. The ....... eee 2.576 
160 Aldridge, A. E.. Assoc. sabe cundes eae 688 123 
62 Alley & Richards ..... eee ao maee 1,970 
258 Anderson, The Merrill, Co. Ine. vba 355 323 
539 Anderson-McConnell .. : Pea ig teeans 33 19 
74 Andrews Agency, Inc. .. he . 1,542 1,475 
187 Armstrong Advertising Agency ..... caah 604 *190 
91 Arndt, John Falkner, & Co. Inc. .......... 1,309 1,675 
ee A Gia ER TD a cic ddcekceeeceac 342 281 
$20 =Artley Advertising Agency ................ 134 2 
341 Ashe, Hiram, Advertising Assoc. .......... 214 147 
397 Associated Adv. Agency. Inc. 
I i 160 119 
949 Atlas Advertising Agency ............. oa 25 15 
31 Aubrey, Moore & Wallace Te ae ee 2,693 2.784 
526 6Auld Advertising . a en en ee 10 42 
Se Se Ge NS nc ci skwendadsacdeecess 83 30 
284 Aves, Wesley, & Assoc. .........ccccccees 306 171 
353. Ayer & Gillett eeientseeceadwesnesare 200 165 
Ss B. & M. Ce. ... i mie nalee eee 82 
235 Bachrodt, Newell, O’Kane & Gano ........ 419 560 
278 Badger & Browning & Parcher ............ 325 333 
325 Badke, W. H., Advertising Agency ........ 232 247 
Ny ae ek wun 1,123 964 
422 Baker, Erle, Advertising ................ 131 260 
66 Barlow Advertising Agency, Inc. ....... 1.615 1.379 
Seen UNE Ge GIN 6.5 eb 6i500 0064 s6uticcane 35 34 






@ Not available, * New agency. 


82 









1948 Pages Pages 
Rank 1948 1947 
1 J. Walter Thompson Co, ......... 17,222 14,270 
2 Fuller & Smith & Ross .......... 16,933 17,143 
$ Batten, Barton, Durstine & Osborn .15,127 14,235 
Ee ee Be, a ci xeadke wean 9,657 9.043 
5 IE ico rece cuaeeeceses 8.441 7,293 
GN. ccc cccictcs ceca 7,790 9,027 . 
7 Griswold-Eshleman Co, .......... 6,009 6,351 
8 Albert Frank-Guenther Law ...... | 5,883 6,033 
9 James Thomas Chirurg Co. ...... 5,101 1,762 
10 Cockfield, Brown & Co., Ltd. .... 4,922 4,912 
ll Sutherland-Abbott ............... 1.847 1115 
12 Meldrum & Fewsmith ........... 4,464 4,157 
13 Newell-Emmett Co. .....csccccee. 1,440 4,102 
14 MacManus, John & Adams ....... $417 3,772 
15 Klau-Van Pietersom-Dunlap Assoc. 4,327 4,050 
16 MacLaren Advertising Co., Ltd. .. 4,167 4,392 
17 Foote, Cone & Belding .......... 4,107 3,951 
8 Walker & Downing .............. 3,983 1,077 
19 Kudner Agency, Inc. ............. 3,734 3,699 
Pe: a.” vacances sndaseces 3.719 3,293 
as. Be Be GN, BD. eco ccwswesens 3,662 3,925 
a ee ee OS oc anteceec vanes Se 3.782 
23 Charles W. Hoyt Co., Inc. ........ 3,587 3,147 
7 RE nck ccccceeuvwawe 3,529 4.228 
25 The McCarty Co. ...... kaa 3,289 3.624 
156.984 151.383 
Rank Pages 
1948 1948 
a (i i i a alla al 9,657 
I. eS eke eae 610 
547 Bates, Lawrence, Advertising. Inc. 27 
$ Batten, Barton, Durstine & Osborn ...... 15,127 
156 Bauer. Adrian, Advertising Agency. Inc. .... 700 
386 Bay Path Advertising, Inc. .............. 170 
ee ee 1,545 
554 Beane, Roger, Advertising Agency ........ 23 
ee) ee ee cc cacskveccanetesscncan 606 
63 Beaumont, Heller & Sperling ............ 1,746 
36 Beeson-Faller-Reichert .................... 2,457 
78 Behel & Waldie & Briggs ....... 1,495 
ee) SE Oe ive cekchosetseecnshas 597 
567 Benham Advertising Agency ........... 16 
173 Bennett-Advertising, Inc. ................ 648 
oe ee, WU Oe oc eccseeoaeciun 23 
567 Bennett, Petesch & O'Connor ............ 16 
See Gee, GE , TRE. cc ascccccccewces 697 
300 Bete, Channing L., Co., Inc. ............ 27 
BRS yg Sern are 38 
ee 660 
348 Blackstone Advertising Inc. .............. 207 
121 Bloch, H. George, Advertising Co. ........ 956 
410 Blum, Seymour, Advertising ............ 146 
146 Bolan, Charles W.. Advertising ............ 772 
159 Bonsib Advertising Agency .............. 689 
SOS TE, Wn WU, BINDS Soin ckceccicccciivess 170 
222 Brad-Wright-Smith Advertising .......... 164 
542 Braitsch, Arthur, Advertising ............ 30 
205 Brandt Advertising Co. .................. 536 
41 Branstater-Hammond ....................-. 2,309 
ee ee On cvcncnacsnenwae bone 545 
S63 iriomtmeem, Jutlem, Co. a.ccccdccccccccece 212 
ee” =a eer re ee 279 
ce Meee, A re Ge Geka. Bibh. ci cc ccc cecccss 1,495 
SES. Bere, BPG a, BOG. occcccssccusivccs 117 
369 Brown, C. Franklin, Inc. ................ 182 
412 Brown, Richard Lyon, Advertising ........ 143 
ED GEES Gaadcede<ccbeectessawance 2,187 





(Continued on Page 80) 


403 
260 
4] 
629 
189 
945 
136 
605 
536 
133 


61 
556 
2.361 
501 
107 
226 
225 
79 
219 
129 
1.936 
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eads by 2 to 1 


RAILWAY AGE—2896 PAGES 
2°d PAPER —1,353 PAGES 


3rd PAPER —1,268 PAGES 








4th PAPER — 796 PAGES For the Year 
1948 

















596 PAGES 
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| CONTINUED FROM Pace 82 


Rank 
1948 
270 


01 


Sl 
109 
t4 


») 


Buchen Co. The 

Buckley, Homer J. & Assoc. Ine. 

Buckner, Craig & Webster 
Advertising Agency 


Bull, J. C. Ine, 


Bumberg, Jay Gabriel, Advertising . 


Bunker & Sullivan. Ine. 
Burgess, Will, & Co. 
Burke, R. J. 
Burton, Ine. 
Butler, Kenneth B.. & Assoc. 
\dvertising 


Advertising, Ine. 


Burlingame-Grossman 


Butler Advertising 


Byer & Bowman Advertising Agency 


Byrde, Richard «& Pound 

Cable, Jack, & Assoc. 

Cairns, John A., & Co. Ine 
aldwell, Alfred B., Ine. 

aldwell, Larkin & Co. 
Associates, The 
anadian Advertising Agency Ltd. 


_— 


allaway 


arlson Advertising Agency 
arter Advertising Agency, Ine. 
arter, Jones & Taylor 

ecil « Presbrey 

eder, Rex . 
entral Advertising Agency 
hadwick & Harriman 
hesman, Nelson, Co. 
hirurg. James Thomas, Co. 
lark, Darwin H.. Co. 
ockfield, Brown & Co. | td. 
a & ©. Ca 
ole & Werner, 
olle, Alfred. Co 
omstock, Duffes & Co. 

ondon Co. Inc. The 

onley, Baltzer, Pettler & Steward 
opeland., Allan i 
ore. Guy ( - Lo. 
ormack, J. A 


owee-Rattner Advertising 


Advertising 


Advertising 
Advertising 


ox Advertising Agency 
raddick Service 
ramer-Krasselt Co. The 
rescent Advertising Agency 
isp & Harrison Agency 
ritehfield & Co. 

root, Samuel, Co. Ine. 
rosby Service, Arthur 


EE OO Ot te te 


urtiss, Spencer, Ine. 


utler & Quinn 

Dane, Maxwell, Inc. 
D’Arey Advertising Co 
Datche Advertising Co 
David, Inc... Advertising 
David, Allan & Assoc. 
Davies & MeKinney 
Davis, Charles H 

Davis, Henry L.. Co 
Davis. Wallace. & Co. 
Davis-Hood & Assoc... In 
Davis Press, Ine. The 
Deady, Joseph B.. Advertising 
Decora, Ine. 


Agency 


DeJernett, Ira E.. Advertising Ageney 


Dewey. John Peyton, Advertising 
Diedrich Advertising Service 
DiNuoscio, Phil, Advertising 
Doherty, Clifford & Shenfield 


Dombrower, The Ralph L. Co. Ine. 


Donahue & Coe 
Doner, W. B.. & Co. 


@ Not available. New agency 


86 


- 


101 


686 


922 


175 
64 


458 


361 


707 
248 
99 
213 
150 
96 


] » 


492 


472 
19 
69] 
735 
() 


383 


310 


131 
165 
261 
261 
653 
124 
$43 
108 
185 


2° 
Oe 


$6 


62 
491 
053 


269 


187 


201 
14 


144 
1,218 
642 
$42 


25 
$35 
915 

1] 
303 


119 


1912 
135 
3] 

. $80 
2.269 
547 
221 
70 
259 
26 


13 


2.478 
s61 


56 
2.068 
79 
185 


Rank 
1948 


a3a 
$95 
$36 
372 
316 


r: 
364 
$24 
186 
286 
206 
160 


65 


134 


398 
24 


0% 


$23 


»-- 
Ps | 


ti] 
123 
216 
226 


$55 
19] 


194 
193 


~»c 


“«) 


354 
196 
$86 
54 
447 
259 

) 5 
126 
708 


269 


265 
167 
308 


298 


11 

29 
250 
318 

39 

60 
27 
526 
11 
263 
131 


119 
565 
936 
161 


171 
965 
353 
546 
564 
245 


999 


meen. Ge. oo ci tntaaseneawe 


Doyle. Kitchen & MeCormick ...... 


Dozier-Graham-Easiman, Advertising 


Drennan, Albert A. 
Droke. Maxwell, Ine. 


Dubin Advertising, Inc. .............. 


lie... Fem, Ge hse cess 


Eanes. Cabell. Ine. 

Ecoff & James eae staoacecve seo 
Eddy-Rucker-Nickels Co. ee ass 
Eggers-Rankin Advertising Service 
Eldridge-Northrop 
Emery Advertising Corporation 
Ensign, The F. A., Advertising 

ROOM, BRE. ccc cccssnaseces 

Erwin, Wasey & Co. 
Esmond, Lawrence, Advertising 


Corporation ....ccccccsccvccess 
Evans. Albert, Advertising 
Evans Associates Co. 
Everling. Lawrence L, Inc. ... 


Faber, F. H.. Adv. : 
Fader, The Franklin. Co. 


IS, CR ad wee wi Mae NES 


Federal Advertising Agency. Inc. 


Ferrer. S. M., Advertising ......... 


Felt. George G.. 3 eee 
Foley, The Richard A. 
Agency, Ine. Lcctestekneaals 
Foltz-Wessinger » tit 
Foote, Cone & Belding 
eee ae GM wena 
Foulke Agency, Ine. . 
Fox & Mackenzie hae 
Frank, Albert,-Guenther Law 
Frank & Hollinshead ; 
Frankel, Jones, Co. ..... ; 
Frankenstein, Edwin L.. Co. 
Frederick, Franz & MacCowan 
Freiberger, Curt. & Co. 
Freiwald & Coleman : 
French, Oakleigh R. & Assoc. 
Freystadt, E. M. Assoe., Ine. 
Friedlander & Meyer 
Frost. Harry M., Co. Advertising 
Fuller & Smith & Ross 
Fulton, Morrissey Co. 


Gallagher. Robert A. Advertising 
Gallay, Sam J., Advertising . 
Galloway, Wendell C., 

Industrial Advertising rr 
Galloway-Wallace, Advertising 
Gardner Advertising Co, 


Garrison. W. W.. & Co. 


CGates-Bourgeois Advertising Agency 


Geare-Marston ore 
Gebhardt & Brockson ... 

Gelula. Abner J., & Assoc., Inc. . 
General Advertising Agency 
Gerngross, H. O. & Co. Ine. 
Gerth-Pacifie Advertising Ageney 
Gibbons Advertising Agency. Inc. 
Gibbons. J. J. Ltd. 

Gibson, George H., Co. 

Gilbert. Norman 5., Co. 

Gilbert. R. Aw & Co. 

Gile, Chester A.. Advertising 
Gittins, Bert S.. Advertising 
Givaudan Advertising, Ine. 

Glew Advertising Agency ......... 
Goldberg, Max, Advertising Agency 


Goldberg, Nate, Advertising Agency 


Golden, John W.. Advertising ... 
Goldsmith Co., The ..... 
Goodkind. Joice & Morgan 


Pages 


1948 


1.780 
3.133 
1.878 
164 
219 
180 
243 
12 
185 
235 
605 
300 
5334 


1.642 


122 
158 
3.529 


$11 


238 
356 
145 
919 
$80 
$39 


103 
595 
4.107 
64 
791 
449 
5.883 
23 
586 
170 
104 
110 
$53 
1.85 
910 
vu 
342 
16,933 
348 


9] 
261 


79 
50 
3,079 
370 
242 
2.374 
1.792 
137 
10) 
0 
350 
870 
2,428 
998 
17 
35 
96 
2.017 
657 
17 
24 
28 
18 
381 
131 


- 


Page . 
1947 
2,002 
2,447 
e 


205 


14 
138 
179 

1.21] 
348 


26; 


89 
518 
3.951 
121 
16] 
427 
6.0133 


> 
) 


365 
124 
153 
168 
283 
2.039 
1.004 
+ 
348 
17,143 
sO 
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CISTR. MEW YORK: Mer Wt 118 on 
Oe bl 


Color-bright, long-life PF decals get attention ... assuring 
you of instant recognition for your brand name and product. PF 
decals never stop selling your line. You'll be amazed at 

the true, reproductive qualities, ease of application and other 
unusual advantages in PF decals. Add to that, PF’s free art 
services, consultations and estimates...no wonder many 


firms say, “Sales jumped since we've used PF decals.” 


HERE’S PROOF PF DECALS INCREASE 


PALM, FECHTELER & CO. SALES: New booklet with 16 information-packed 


pages showing how PF decals can advertise, 


NEW YORK @ E. LIVERPOOL, OHIO © CHICAGO decorate, identify, and pile up volume and profits 


for you. Write for your free copy today, tc: 
~~ Dept.iM; 220 West 42nd Street,New York 18,N.Y. 
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69 
$31 
101 

21 


» 


161 
502 
$44 
504 


90 
ao 


308 
632 
578 
285 
70 
103 


936 


180 


$50 
992 


“a0 


96 


140 


84 


392 
110 
198 
188 
118 
lo4 









88 


Rank 
194) 


@ Not available. New agency 


Grady, Robert B., Co. . nea 9 Vande ebededbecneee ven 
Graphic Co. of Advertising, The Lenewse phuctuetses seanneeu 
Gray, Charles M.. & Assoc. 

Gray, Russell T., Ine. . 

Gray & Rogers 

Green-Brodie 

Griffith Advertising Agency 

Griffith & Rowland 

Grimes Advertising ........... 7” 

Grindle, A. V., Advertising Agency 

Griswold-Eshleman Co. The 

Gross, H. M. Co. neat 

Gruber, Art, Assoc., Advertising 

Guenther Associates, Inc. 

Gundel, Torkel, Advertising . 

Gutman Advertising Service 


Gutman Advertising Co. 


Halpern, Herman, Advertising . : 
Hamburg, Edward, Advertising Co. . aden wi wathw teks 
Hamilton Advertising Agency. Inc. 
Hammond-Goff Co. : 

Hanly, Hicks & Montgomery 

Hardy Advertising 

Hargreaves Advertising 

Harper Co. The 

Harris., R. T.. Advertising Agency. Ine. 
Harrison, Lester, Inc. 

Hartman, George H., Co. 

Hartwig Advertising Agency 

Hazard Advertising Co. ..... 
Heathwood, S. H.. Assoc. 

Hemsing, A., Advertising cee 
Henderson, Jim, Advertising Agency 
Henri, Hurst & MeDonald ; 
Herman & Sanders Advertising Agency 
Herr, Al, Advertising Agency. Inc. 
Hevenor Advertising Agency. Inc. .. 
Hicks, Livingstone Porter .......... 
Hinrichsen, Fred A. Advertising Agency 
Hoffman X& York ; 

Holden, Clifford, Flint , 

Holley, Robert, & Co. Ine. 
Hollingsworth & Collins 
Hoperaft-Keller ‘ 

Hopper, The Schuyler, Co. 
Horton-Noyes Co. 

Hosler, Lyle, Advertising 

House & Leland 

Howe Advertising Agency 

Howell Advertising Agency 

Hoyt, Charles W., Co., Ine. ; 
Hubbell, Advertising Agency. Inc.. The 
Hudson, Raymond C., & Assoc. 
Huffman & Co. 

Humbert & Jones 

Hutchins Advertising Co.. Ine. 
Industrial Advertising Agency, Ltd. 
Jaqua Co., The 

Jeffries, W. C. Co. 

Jenkins, Thurston Smith 

Jenkins, William, Advertising 
Jepson-Murray Advertising 

Jones, Dana, Co. 

Jones, The Ralph H., Co. 

Jones & Brakeley 

Jones & Jones Advertising Ageney 
Judd, Sam P.. Advertising Co 
Kameny, Seymour, Assoc. 

Kaplan & Bruck 

Kaufman, Frank H. & Co 

Kaufman. Henry J.. & Assoc 

Kauten Advertising Ageney. Inc 
Keeling & Co 

Keelor & Stites Co The 





1948 


1.580 


99S 


“s0 


1.183 


3.662 


3,627 
96 
59 
211 
54 
126 

009 

261 
37 
10 
301 
15 
154 


_ 


w 
7 
= 


— 
w 


-_-J 
St mw 
— © 


— 
w 


000 
676 


Pages 


1947 


1.62% 
249 
1,164 
3,925 
3,782 
183 
81 
136 


139 
6.351 
150 


— 


268 


99 
28 
534 
1,750 
547 
1.608 
148 
118 


781 
1,341 
78 
3,252 
291 
173 
41 
2.813 
125 
116 
368 


170 
1.957 
819 
486 
236 
290 
621 
293 
660 
129 
25 


99 
3.147 
119 
397 
18 
855 
1,379 
702 
947 
120 


— Ww 


739 


221 





MAL 


advertises in 


Construction 
Sy ae 
and has for 


23 years 














Thechances are about 2 out of 3! 
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Lubricants; a 
ee FOR any Preps, 


ers — project engineers and contractors “on 
location"’— use the lubricants and fuels The 
Texas Company makes. 


7 ... because CONSTRUCTION METHODS’ read- 


Tue Texas Company knows the needs of the country’s con- 
struction machinery for lubricants — for lubricants that don’t 
break down under rugged working conditions. 

The Texas Company knows that the men responsible for 
getting the most out of equipment are the men who use it... 
and who buy the lubricants that keep it fit. 

The Texas Company knows that thousands of these buyers 
read ConsTRUCTION MEtTHops... thousands who are frequently 
hard for salesmen to reach every time they’re buying lubricants 
and fuels. 

That’s why, since 1926, The Texas Company has advertised 
in Construction MEtuHops .. . to reach the field men of the 
construction industry ... to explain the advantages of Texaco 
Products . . . and thus help Texaco salesmen facing the men 
who decide “which brand.” 

Month after month Construction Metnops helps construc- 
tion men . . . working on all kinds of construction jobs the 
country over ... solve equipment operating and maintenance 
problems. . . does it with step-by-step pictures and text. That’s 
one big reason why they read it. And that’s why CoNSsTRUCTION 
Metnons offers the manufacturer of products construction men 
huy an effective selling opportunity. 


Here are 7 more manufacturers 
of lubricants who advertise 

in CONSTRUCTION METHODS 
to reach the men “‘on location” 


who buy the brands they use. 





Alemite Div., Stewart-Warner Corp. 
Fiske Bros. Refining Co. 

Gulf Refining Co. 

Lion Oil Co. 

Sinclair Refining Co. 

Standard Oil Co. of California 
Standard Oil Co. of Indiana 


Construction Methods 


Since 1919 helping construction men solve their field problems 


McGRAW-HILL PUBLISHING CO., INC. * 330 WEST 42nd STREET © NEW YORK 18, N.Y. 
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Rank Pages Pages Rank Pages Page- 
1948 1948 1947 1948 1948 1947 
$22 Keller-Crescent Co. iene 131 96 ©. BIO nn 6 idee encesccesiws eon One 9,02 
32. Kelley. Russell T.. Ltd. : 2.569 2.286 TE Ay Ci. BOD nn dec cn wiwetcnaecscscees 3.289 3.624 
580) )=~Kelly. Nason. Ine. , a dint orate 779 728 re OS DO rere ee aces 338 25 
396 Kemper, Don, Co. Ine. 163 77 2!4 McDaniel-Fisher & Spelman Co. ......... 488 395 
558 Kennedy, J. H. Advertising 19] 205 ie «eeeeeeeee, G. Be Ge Ge, Bie. occ ccsiess. $12 1.003 
291 Kenvon-Baker Co. : 288 260 189 McGuire Advertising, Ltd. .............. 598 54 
334 Kesslinger, J. M. & Assoc. ehaps 223 213 17 MeKee, Burns & McKee Advertising ...... 18 5 
130) Kimball, Abbott, Co. Ine. 879 $32 157 MeKinney, The Harris D., Organization . 692 78: 
86 King & Ackerman, Advertising Assoc. 1 02 MeMahan-Horwitz Co. ......... 155 29% 
78 Kircher. Helton & Collett 1.495 1.116 112 MeNutt. George C., Advertising .. 143 2% 
$52 Kirkland-White & Schell 203 117 ee Fe Bie SAR nd cde eiwnccsess o 240 23 
15 Klau-Van Pietersom-Dunlap Assoc. .. 4.327 1.050 ete see skh eeewe 1.4614 4.157 
8 Klemtner, Paul, & Co. Ine. 1.446 2.202 238 Merchandising Advertisers, Inc. ........ 106 462 
106 Klingensmith, H. M., Co. ' 1.087 1,109 178 Mercready, Handy & Van Denburgh .... 624 578 
293 Klitten, The Martin R., Co. Ine. 282 275 18 Metealf, F. M.. Advertising Agency ....... 136 * 
113 Korn, Louis Robert. & Co., Ine. . 140 103 107 Metcalf, George T.. Co. ..... ae ta taeda. aged 1147 
980 Kossman, L.. Advertising 7 3 239 Midwest Advertising Agency Sead 104 392 e 
0 Kreicker & Meloan 1.982 2.041 328 Miller Agency eS eee ‘ bvaweeae 227 19] 
274 Kremer. Merrill, Ine. $37 $58 131 Miller, John Thomas ...... : ; 124 199 
S71 )=6KKrichbaum Co. The [31 184 275 Miller, M. Glen, Advertising .............. 332 318 
266 Krohn, Allen. Co 347 $12 50 Mills. Ray, Advertising Agency, Ine. ; 107 2 
19 Kudner Agency, Ine. 3.734 4.699 157 Miner. Dan B.. Co. ...... Seti ‘ 101 197 
23 Kulzick, R. L.. Ine. 12 1] 517 Mitehell & Knepper eere : ‘ 18 * 
213 Kuttner & Kuttner Advertising Agency ... 190 45 250 Mitchell & Mitchell ............ eee 370 $83 
529 Lacher & Stockinger 39 29 118 Moll, George, Advertising eu ; 136 118 
104 Lake-Spiro-Shurman 153 157 $1 Monk, Howard H.. & Assoc. ........ 846 1.050 
276 Lambert & Feasley , ; 330 166 359 More, C. Church. & Co. ‘ 190 228 
115 Lamport, Fox, Prell & Dolk _ 1.022 $31 261 Moreland. The Chester C.. Co. 35] 377 
413° Lang. Fisher & Stashower : 258 345 164 Morgan Advertising Co.. The . 676 670 
199 Langhammer & Assoc. ... 62 44 98 Morrison Advertising, Inc. ..... - 1,202 1,199 
544 Lappen. Harold S.. Advertising 29 33 522 Morrison, D. K. Advertising .. 44 *6 
183) Lawrence Advertising Agency 72 15 200 Moser & Cotins 550 501 
$14 Lawson. Carl, Advertising Co. 25 7 er ee ; 268 374 
126 6LLazarus. Harry J. & Co. 127 197 Moss-Chase Co.. The ......... 580 536 
103. Leeford Advertising Agency 1.176 965 301 Murphy, Carroll Dean. Inc. . 275 176 
100) —Lee-Stockman 1.196 1.230 243) Myers, Williard G. Advertising Agency 390 387 
954 LeFever. Gerald T. & Assoc. 23 <« 210 Nahser, Frank C., Ine. ... 193 247 
247 Lehman, Hart, Advertising 379 398 152) Needham & Grohmann ..... : 730 6 
461 Lenby, Sidney K.. Advertising 189 247 93 Needham. Louis & Brorby pe aris 1.269 984 
148 Lennen & Mitchell 737 534 150 Nelson, Carvel. & Powell 107 e 
s21 Leon, S. R. Co. Ine. 239 288 197 Nelson-Willis 63 ll 
303. Lesearboura. Austin C.. & Staff 271 226 362 Newby & Peron 186 181 
186 )60 Lesseraux. H.. Advertising 68 s 13) Newell-Emmett Co. 1.440 $102 
64 Lewin. A. W. Co. .. 1.687 1.602 143. Newman. Mike. & Assoc. ... 112 18 
289 Lewis Adv. Ageney (Newark, N. J.) 293 294 588 Newspaper Statistical Service 0 15 
959 Lewis Adv. Agenev ( Worcester, Mass.) 21 17 33 Noble, Albert Sidney . tai bad atatice : 225 236 
975 ~=Liftem, H. A. Assoc. Ine. 1] 30 188 Nolan & Twitchell Advertising Agency 67 3] 
99 Liggett, Carr. Advertising. Ine. 1.198 987 242 Northrop, a cages ; > 398 763 
204 Liller, Neal & Battle Te 542 327 Norton Advertising Service 228 227 
1440 Lindsey & Co. Ine. 114 145 115 O’Grady-Andersen ...... : 137 146 
493) Llevd, Chester & Dillingham 165 943 338 Ormsbee. Moore & Gilbert 218 120 
86 Louden. Henry A. Advertising. In: 1.131 1.449 184 Pace-Wiles ...... cee - 7] 7 
40 Louttit, T. Robley, Ine. 32 59 385 Pacifie Advertising Staff 171 155 
82 Loevekin, R. E., Corporation 1.188 1.476 334 Pairo Advertising Agency 223 215 
o7l Lueck, O. H 12 12 129 Palm & Patterson . 880 166 
127 Ludgin, Farle, & Co. 905 1.325 511 Paris. Sherman B., Advertising 50 60 
162. Lupton, John Mather, Co. 37 599 150 Parker Advertising Co.. The 736 st 
167 Lussier, L. Charles, Inc 9] 39 58 Parker-Allston Assoc. 1.820 1.768 
49 Lyons & Blaine 95 39 355 Pateh & Curtis Advertising Ageney 199 e 
114 Mackenzie, Inc 139 38 177 Paul, Harry, & Assoc. ... 32 79 
07 Mackie, Duncan B.. Advertising 53 39 Tl) =Paulson-Gerlach & Assoc. 1.554 1.320 
16 MacLaren Advertising Co. Lid 1.167 1.392 176 Paxson Advertising . 641 620 
14 MaeManus, John & Adams 1417 3.772 126 Peck Brothers 127 143 
376 Maleolm-Howard 78 105 355 Pedlar & Ryan . 199 274 E 
$160 ~Malkiel. David, Advertising Ageney 243 95] 194 Perry-Brown ...... . 590 1] ’ 
232 Malone, Norman, & Asso 199 72 136) 6 Peterson Advertising Agency . 119 7 
oll Mark. Mautner & Berman 7) 39 174 Peterson & Kempner .... 642 I 
375 Marklin, George A. & Assoc 179 137 95 Picard Advertising Co. ..... 1.232 20) 
175 Marks & Neese Advertising a4 124 333 «Pilgrim Advertising. Ine. 294 i 
33) Marschalk & Pratt 2502 2 400 1% =Potts. R. J.-Calkins & Holden 1.992 34 
bod Martin, 1 W.. Ine 103 6 506 Power. Edward M.. Co.. In. . 266 254 
234 Martin, Willis S.. Co 120 3608 330 Powers, John O. Co. .. 226 79 
26 Mathes, J. M.. In 3 950 3996 349 ~Prelle. F. W.. Co. The . 206 13 
43) Mathisson & Assoc. Inc 112 994 296 Presba. Fellers & Presba 280 254 
192 Mavne. Charles H.. Co 65 19 398 Presser, E. J... & Co. ... 158 11] 
173) Price. P. W.. Advertising : 37 9] 
© en aveliante, wow Agency, @ New agency Apr. I, 1948 929 Putt, Richard E.. Ady ertising —- 39 ' 
ew agency July, 1948, 248 Ramsdell, Lee, & Co. Inc. ............. 374 ? 
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re SCOTY belind La Citadelle on the island of Haiti is 
a history of Henri Christophe . . . dynamic leader of the native 
struggle for freedom from French tyranny. Often called ‘‘The 
Monument of Fear,” it was built in 1804 at a great cost in 


human life ... a modern wonder of the world. 


y~ 


POOMEERS 1H POWER ELECTRICAL & IMOUSTRIAL EQUIPMENT SINCE 18 


=. ° 
AND SERVICELARE CLOSE re vou 











fie story bebind ine magnitude of the Allis-Chalmers 


Manufacturing Company is being told to thousands by the 


institutional display shown above as it appeared in a recent 
Trade Show. A map of the U. S. reproduced on Chinese mirror 
glass and keyed with flashing colored lights dramatizes the 
location of A-C products and services ... attracting crowds 


wherever it is used. 


Get your Free copies of INDUSTRIAL SHOWMANSHIP and learn the latest in display techniques:—write today! 









[ejenone 
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ee £77 Melwood St., Pittsburgh 13, Pa, 
NEW YORK..... ...516 Fifth Ave., New York 18, N. Y. 
ee .. 1937 W. Hastings St., Chicago 8, Ill. 
hin ohn eciewe 810 Book Tower Bidg., Detroit 26, Mich, 









Rank Pages 
1948 1948 
69% Randall Co., The .....-.cccccccvccssecces 40 
153 Rea, Fuller & Co. vewe 714 
351 Readinger Corporation, The ...........--- 204 
508 Reast. Fred M., Advertising Agency 52 
549 Reaves, Ralph Y.. & Assoc. , 25 
488 Reese, James R., Advertising Co. .. ; 67 
16 Reincke, Meyer & Finn ...........-+++++: 2,015 
295 Reingold Co.. Inc., The 281 
117 Reiss Advertising Pe ee ee eee 1,007 
47 Remington, William B.. Ince. ........ 2,013 
167 Renmer Advertisers .........cccscccccccees 672 
49 Richards, Fletcher D., Ine. 1,99] 
192 Ridaway Co., Ime., The ........sccccces 593 
404 Ritchie Advertising Agency ........... 153 
108 Robotham, Edward W., & Co. 1.054 
30 Roche, Williams & Cleary 2,999 
220 Rodman, Robert W., Advertising . 167 
474 Roe, Hal, Advertising Service 85 
73. Rogers & Smith . cmadedens 1544 
281 Roizen Advertising Agency, Inc. 312 
67 Ronalds Advertising Agency, Lid. . 1.605 
97 Ross Advertising Agency 1.206 
74 Ross Roy, Ine. eee . 1.542 
515 Rothschild, David E.. Advertising 9 
400 Rowe & Wyman Co. The 157 
40 Rubens, Walter L.. & Co. 215 
$99 Rudge, Fred, Inc. 62 
52 Rumrill, Charles L.. & Co., Ine. 1,909 
223 Rundle, J. B.. Advertising 461 
288 Runkle. Lowe, Co. 296 
249 Sackheim, Ben, Ine. 371 
122 Sanger-Funnell 951 
160 Sann, E. W., & Assoc. 688 
435 Sayre, R. W.. Co. 121 
318 Seantlin & Co. hae , 242 
209 Scheel Advertising Agency, Inc. ..... 198 
250 Schonfarber. Gordon. & Assoc. Inc. 370 
ee CeO Gi, BO ccccccececs 124 
94 Schultz & Ritz Advertising 64 
482 Schneider, S. E.. Advertising .. 78 
486 Scott, Hunter, Advertising Agency 68 
124 Sebrell, J. B.. Advertising Agency 916 
541 Seeds, Russell M.. Co. . cn 3] 
532 Segar, Roscoe W., Advertising Agency ..... 37 
517 Seid, Frederick, Advertising 18 
217 Shaw Advertising Agency ................ 475 
380 Shaw Assoc. Ine. iwceneaswabee 174 
459 Shecter, Louis E., Advertising Agency 98 
214 Sheldon, Quick & McElroy 188 
948 Sherman, Irvin, Co. 26 
270 Sherres, Marvin, Ine. 339 
503 Shrout Assoc. Advertising $56 
25 Shutran Mahlin Advertising 129 
139 Simmonds & Simmonds 810 
292 Simon & Smith 284 
515 Sinow Advertising Agency 19 
182 Slans & Maury, Advertising 6ll 
383) Smith, Frederick, Advertising 173 
364 Son De Regger Advertising Agency, Ine. 185 
25 Sorensen & Co. 232 
290 =Spaulding, C. Jerry, Inc 290 
180 Speed & Co. Ine. 616 
328 «Spitz & Webb 227 
243 Spitzer & Mills, Ltd. 390) 
154 Spooner & Kriegel 713 
208 Staake & Schoonmaker Co. 701 
562 Standard National Advertising Agency 19 
201 Stewart, James A. Co. 549 
467 Stockwell & Marcuse ‘ 9] 
199 Stover, John, Advertising Ageney Oe 
520 Street & Finney 15 
445 Sullivan, Daniel F.. Co lll 
ll Sutherland-Abbott 1,847 
344. Swaney, Morris F.. Ine. necee 211 
114 Swink, Howard, Advertising Agency .. 1,024 
@ Not available. New agency, New Ageney Mar. 
() New agency May 1, 1948 $ New agency Aug. 1948. 
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Pages 
1947 
29 


521 
36 


4] 
1,988 
188 
996 
2.368 
642 


703 
58 
1,035 
2,924 
604 
64 
1,393 
363 
1.677 
1.161 
1,354 


$4 
231 
63 
1.743 
442 
165 
492 
930 


752 


127 


563 
382 
136 
45 
38 
914 
14 
26 
69 
269 
165 
96 
465 
10) 


50 
631 
2 
18 
599 
190 
150 
124 
301 
588 
130 
a 
614 
531 
a 
193 
141 
418 
76 
92 
4.115 
310 
1,110 


1948, 


Rank 
1948 


181 
136 
188 
312 
$72 
14] 
250 

l 
389 
147 
= 
477 
144 


Pages 
1948 
Sykes Advertising, Inc. .......--+--++++55 613 
Symonds, MacKenzie & Co. .....-+++++++- 829 
Taggart & Young .......... Sivccbewdauas 67 
Tarcher, J. D.. & Cow Ime. ....cccccccess 260 
Tatham-Laird RP hae PR es ny ee 180 
PR PCE . <ccccckentevsacaveasias —a: 
Thomas & Delehanty ...........-.-+++005 370 
Thompson, J. Walter, Co. inqutawaueas 17,222 
) 2 ot eee id & eee ave ate 
Tedd, Coleman, & Asse. .....scccccccess 771 
ee Ce. cask eahenesecoveboawens 21 
Tombras, Charles, & Assoc. ............-.. 82 
779 


Towne, W. L. Advertising 
Townsend Advertising Agency, Inc. ........ 113 


Teh Grape Advertiotns Ge. ..cccccccsscuses ()180 
Ce MO. de gene anh whens ae aes 339 
Tyler Advertising Agency ...... or ee 107 
Tyler Kay Co., Ime. ......ccccsccccccess 131 
Twiss, The House of J. Hayden ....... 1.903 
Ullman, Ronald G. E., Organization, Inc. .. 590 
eee 2 Oe oo chéekanesneewnns ll 
SE EE es eden ooh ek Oneet 29 
Universal Advertising Agency. Inc. ........ 36 
Valentine-Radford ............. 90 
Van Auken, Ragland & Stevens 1,857 
Vanden Co., Inc.. The ..... ai iden we late eterae 642 
Wan EPO AMOMEY oiccccccececceccuss 51 
Womans. Tpmmete Ge Goes ioc ciceccsvcacs 1.817 
Vautrain, Charles E., Assoc. Inc. .......... 168 
Vensieterown Cou, BBG. occ ccccciccsvaes 98 
Vladimir, Irwin, & Co., Inc. .......... oo Cl 
Vogel, Joseph S., & Co. .......... Silk weet 
von Morpurgo, Henry, Inc. ..... ptucenwaek $12 
von Zehle, William, & Co., Inc. ............ 1,040 


Walker, Hareld C.. Advertising ........ ; 130 


Co RO a ee ere 3.983 
Wallace-Ferry-Hanly Co. ..............005: 157 
Walsh Advertising Co., Ltd. .............. 2,414 
J arr rercrer rer 121 
ee Se ae 913 
I, CO Dg a ccescnincesiee’ wee. 492 
Watts, Payne-Advertising. Inc. ............ 870 
Waxelbaum Advertising Co. .............. 6 
Webber Advertising Agency .............. 184 
eC. wi ceen es akoeecnsbenwedeee 218 
Webster, R. W., Advertising .............. 190 
Weiler, Vernon S., Advertising ............ 186 
Weintraub, William H.. & Co. Inc. ...... . 261 
Wellman, R. C.. & Assoc... Inc. ...... ieee $l 
Wemple, Jack C.. Advertising ............ 219 
Wendt Advertising Agency .............. 1,182 
a a ace nk Snade a enates 25 
Wertheim Advertising Assoc. 137 
ie eer a baths ebdmd nets ndind awed 742 
NE ET ee Pe ee 1.524 
White Advertising Co. Seabee cle aa lad 239 
White. Charles a Jr.. fs a ae 92 
Sa ee re 21 
Whitehead & Sprague ....... (adwheke wes 209 
Whitten, Edmund S., Inc. ....... ‘eon 
Wilder, Almon Brooks. Ince. ............ 1,429 
£4 ree ere 1.012 
ie oo ce mee wees mene 279 
Wilson Advertising Ageney ......... 116 
Wilson, Haight & Welch .................. 1,558 
Winius-Drescher-Brandon ................. 282 
Winsett, Gidley & Darley ................ 54 
Wittner, Fred, Advertising ............ ee 
ee Ge Oe , on ccs wonendccdssacdié 1,829 
Wolff. Maurice, Advertising .......... Pe 5 
Workman, Ted, Advertising .............. 325 
Wright, George Wilfred .................. 65 
Yates, Gar W.. Advertising .............. =178 
ee, es ee nk os ceca heecce vd 365 
SC ae oe eee 351 
ES ED ace wks dwn me teeacbvowedeeae 297 

ERE ye eet eae a 451,636 


Page 

1947 
634 
731 


328 
187 
$63 
215 
14,270 
*34 
746 


198 


957 


47 
1.367 
1.482 

132 

s 
63 

142 

172 
1.016 

973 
$77 
59 
1,733 


1g5 


90 


109 
343 
t04 


419.681 
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National Headquarters, 1776 Broadway, New York 19, N. Y. 
William A. Marsteller, president 


Blaine G. Wiley. executive secretary 
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NIAA Conference to Attract 1000 Members 


DIRECT MAIL PRODUCTION problems are aired at one of three clinics pre- 

ceding the April meeting of the Eastern Industrial Advertisers in Philadelphia. 

Answering a question is Charles Hamburger (elbow on table), Beck Engraving Co., 

flanked on his left by Herbert Brenneman, Geare-Marston. The two were co-chair- 
men of the clinic. Other clinics covered direct mail methods and lists. 


A Message to Industrial 
Advertisers from NIAA: 


NIAA congratulates InpusTRIAL 
MarkeTING on the inclusion of this new 
section devoted to the association’s ac- 
tivities, 

NIAA has, for several years, been the 
largest advertising association in the 
world. A definite factor in its growth 
has been the close cooperation of 
InpustRIAL MARKETING which has taken, 
as a voluntary assignment, the report- 
ing of the rapidly widening activities of 
NIAA, 

Today the program of NIAA encom- 
passes all phases of the operations of 
an industrial advertising or marketing 
department. The annual convention, 
which this year will be held in Buffalo, 
N. Y. June 12-15, with more than 1,- 
000 registered, has come to be a sort of 
annual report on the association’s pro- 
gram for the elevation of the techniques 
of industrial sales. 

Among the numerous projects in 
which NIAA has interested itself in 
recent years are these: 

1. Study of Business Paper Reader- 
ship in which NIAA has cooperated with 
other advertising associations to produce 
the first really complete study of reader- 
~ad habits applied to industrial pub- 

Ions, 
2. Effectiveness of Industrial Adver- 
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tising in which the association has for- 
mulated a program for selling the re- 
sults of advertising to management. 

3. College Cooperation in which 
NIAA has worked for the establish- 
ment of industrial advertising courses 
at the college level and as a part of 
which the Rochester chapter completed 
a new textbook. 

4. Budget Survey in which NIAA has 
provided both compilations of indus- 
trial advertising budgets and master 
budgeting methods. 

5. Publishers’ Sales Presentations in 
which NIAA has developed standardized 
media presentations and rewarded out- 
standing ones. 

6. Awards Program in which NIAA, 
through the McGraw-Hill Award and 
the Putman Award, has recognized out- 
standing chapter and individual effort 
in the field of industrial advertising. 

7. Library of Industrial Advertising 
Information in which NIAA has dis- 
seminated to its members digests of im- 
portant writings and speakings on in- 
dustrial marketing. 

8. Study of Industrial Buying Prac- 
tices in which NIAA, with the coopera- 
tion of Sweet’s, has conducted a pene- 
trating study into the buying influences 
at work on industrial products. 

9. Media Audit in which NIAA has 
taken the lead in proposing a program 


(Continued on Page 98) 


Experts Will Try to Solve 


Vital Marketing Problems 


Burrato, N. Y.—More than 1,000 
members from throughout the country 
will attend the 27th annual conference 
of the National Industrial Advertisers 
Assn. June 12-15 at the Hotel Statler 
here. 

The attendance represents about a 
third of NIAA’s 3,400 members, who 


Haynes 


will ‘listen to the experts, participate in 
panel discussions and witness the pres- 
entation of awards for advertising and 
editorial achievement. David Austin, 
vice-president, U. S. Steel Co., Pitts- 
burgh, will give the keynote address en- 
titled, “Back the Attack with Advertis- 


ing. 
Eldridge Haynes, publisher, Modern 


Industry, New York, who will return 
from Europe June 10 to address the 
conference, will discuss opportunities 
for American manufacturers abroad; 
James Thomas Chirurg, president, 


James Thomas Chirurg Co., Boston 
agency, will speak about evaluation of 
media; and George Laflin Miller 
(Aesop Glim), vice-president, Doyle, 
Kitchen & McCormick, New York 
agency, will discuss copy. 

Hal Burnett, Chicago advertising and 
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Lupton 





Heinritz 


public relations counsel and contribut- 
ing editor of InpustRIAL MARKETING, 
will discuss the preparation of business 
paper releases; I. H. Bloom, Pittsburgh, 
direct mail authority, will tell about how 
to get the most out of direct mail; and 
John Mather Lupton, president, John 
Mather Lupton Co., New York agency, 
will use some dramatic props to tell how 
the “tools of advertising” can be ef- 
fective. 

Present and future business condi- 
tions, and their effects on business pa- 
pers, will be the subject of a panel dis- 
cussion directed by Dexter M. Keezer, 
economist, McGraw-Hill Publishing Co., 
New York, who was in charge of the 
McGraw-Hill survey entitled, “Business 
needs for new plants and equipment, 
1949.53.” 

The panel will consist of the follow- 
ing business paper editors: Stuart 
Heinritz, Purchasing; Earl Shaner, 
chairman, Penton Publishing Co; Dr. 
Walter J. Murphy, American Chemical 
Society publications; John C. Fonville, 
Textile Industries; Frank K. Lawler, 
Food Industries; Ronald A. McEachern, 
Financial Post; Edward G. Gavin, 
American Builder and Frank Tighe, Mo- 
tor Age. Dr. R. Gettell, economist of 
Fortune, will summarize the outlook for 
industry as a whole. 

A first-hand report of the Advertising 





Fonville 











Dolan Crelley 





Murphy 


Research Foundation’s business paper 
readership study will be given by Ber- 
nard Dolan, NIAA vice-president who 
directed the study as a member of the 
ARF administrative committee. He is 
manager of merchandising, Peter A. 
Frasse & Co., New York. The panel will 
include “how I did it” reports by other 
NIAA members who recently have 
demonstrated the effectiveness of their 
advertising. 

William D. Crelley, manager of 
marketing, Telechron, Ashland, Mass., 
and NIAA secretary-treasurer, will re- 
port for his committee on the NIAA 
study of industrial buying practices. A 
nine-man dramatic presentation by the 
Norton Co., Worchester, Mass., will 
show how the company launched a new 
product. 

Among annual awards to be pre- 
sented are a plaque and $1,000 from 
McGraw-Hill Publishing Co., to the lo- 
cal chapter with the most outstanding 
activity of the year; $2,000 from Put- 
man Publishing Co. to be split by the 
advertiser and agency responsible for 
the most effective advertising cam- 
paign; and certificates from INDUSTRIAL 
MARKETING to publications for editorial 
achievement. 

NIAA will present its annual panel 
awards and the Pittsburgh chapter will 
present an attendance award. 


Gettell 
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Dolan: ARF Study Answers 


Questions, Poses More 

Cuicaco—One of the most important 
conclusions to be drawn from results 
of the Advertising Research Founda- 
tion’s business paper readership study 
is that more studies are needed to an- 
swer important readership questions 
still unanswered, Bernard Dolan, NIAA 
vice-president, told members of the 
Chicago Industrial Advertisers Assoc ia- 
tion at its April meeting. 

He made the statement in answer to 
a question from the floor at the close of 
his slide presentation of the results of 
the study, which was devoted to the Oct. 
15 issue of Automotive Industries. 
Asked if the Page 1 position of Wau- 
kesha Motor Co.’s full-page ad didn't 
influence its rating as the most-read ad 
in the issue, Mr. Dolan said that this 
might be true, but it would require 
study of considerably more than one 
issue to prove it. 

This and similar questions could be 
answered, with great benefit to indus- 
trial advertisers, by further studies of 
business paper readership, he said. 

Generalizing on the top-ranking edi- 
torial material in Automotive Indus- 
tries, Mr. Dolan said that the leading 
characteristics of the best-read depart- 
ment, “News of the Automotive Indus- 
tries,” were short, factual items with 
numerous headlines and prominent 
pictures. 

The study showed, he said, that 89% 
of the claimed readers gave objective 
proof that they actually Aad read the 
issue. 

“That is proof that at least one busi- 
ness paper — Automotive Industries — 
is read and is well-read,” he declared. 


NIAA Message 
[CONTINUED FROM Pace 97] 


for eventual disposition of the perplex- 
ing problems inherent in the differences 
between free and paid circulation audit 
ing methods. 

New activities are constantly being 
undertaken. Among these is the new 
exhibit committee to study the possi- 
bilities of formulating a standardized 
method of auditing trade show attend 
ance and to study ways and means of 
increasing effectiveness of trade shows 
while eliminating unnecessary expenses 
attendant to many shows today. 

This is but a sample of the full pre 
gram that NIAA maintains for its mem 
bership. This is indicative of the kind 
of material InpusTRIAL MarKeETIN¢ will 
have the opportunity to report in 
new section.—WILLIAM A. MARSTELLER, 
president, NIAA. 


800 NIAA Members Buy ARF Study 

More than 800 NIAA members have 
subscribed for the Advertising Re 
search Foundation’s business papel 
readership study covering the Oct. 19 
1948 issue of Automotive Industries, ¥ 
was announced by Bernard [olat 
NIAA vice-president. The study ® 
available to members of NIAA [or 
and to non-members for $25. 








Towne Elected President 
of NIAA New York Chapter 


New Yorxk—Robert D. Towne has 
been elected president of the Industrial 
Advertising Association of New York. 
He succeeds Charles W. Shugert, as- 
sistant to the advertising manager, 
Shell Oil Co., New York. Mr. Towne 
has been first vice- 
president of IAA 
since 1947, and is 
vice-president of 
W. L. Towne 
Agency, New 
York, specialist in 
industrial advertis- 
ing. Previously he 
was assistant edi- 
tor of Product En- 
gineering and at 
one time was as- 
sistant director of 
market research, 
Dell publishing 
Co. DISCOVER COLUMBUS—The Central Ohio Industrial Marketers are working 

Other new officers are John G. Kas- with Mayor James A. Rhodes to promote a “discover Columbus” program for selling 
ten, Kenyon & Eckhardt, first vice- industry to Columbus, and its industries and products to the public. Industries will 
president; Harry W. Smith, Harry W. erect displays, outdoor posters on highways, railroads. From left: J. R. Ginsler, In- 
Smith, Inc., second vice-president; Sid- ternational Derrick & Equipment Co.; Mayor Rhodes; Warren Berry, Jaeger Ma- 
ney E. McCrum, Wickwire Spencer chine Co.; L. R. McReynolds, Jeffrey Mfg. Co.; R. W. Testement, Byer & Bowman 
Steel Div., secretary- treasurer. Advertising Agency. 


Towne 


THIS IS HEADQUARTERS for the NIAA, New York. office, with fireplace, seats librarian Robert K. Morrison and 

inent Lower left: Charles H. Kinzee Jr., president, New Jersey Harriette B. Wiley. Upper left: Elger (Bud) Landis) in mail- 

sail chapter, sits in visiting members’ office. Lower right: Main ing room. Upper right: Blaine Wiley, executive secretary. 
70 
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WE’RE OFF TO BUFFALO... 





WILL 


NATIONAL INDUSTRIAL ADVERTISERS ASSOCIATION 
27th Annual Conference 
June 12th-15th—-SUNDAY THROUGH WEDNESDAY 
at the Statler Hotel, Buffalo, N. Y. 


Enjoyable, profitable days with your fellow ad men MEET up with the best minds in industrial adver- 
and women . . . stimulation from the mutual inter- _tising and marketing . .. whose friendship, assis- 
change of ideas out of the proving ground of tance and cooperation are yours for the asking... 


ss ge y ee Se ae P ENJOY the entertainment and other social acti- 
expe ell you about the things o - 

major interest to you... in industrial advertising vities to keep you busy the dey long... 

and marketing . . . idea-provoking ...idea produ- 
cing talks... 


Your personal participation in the NIAA Buffalo 
Conference will return dividends beyond your hopes! 


ADVANCE REGISTRATION . . . $3450 
AT-CONVENTION REGISTRATION $3950 
TODAY ... Phone, Wire or Write National Headquarters for your Advance Registration Blank! 


a S. Ladies are invited and welcomed! There are planned activities every 
day and evening that they will enjoy. Ladies registration—$17.50. 


NATIONAL INDUSTRIAL ADVERTISERS ASSOCIATION 


1776 BROADWAY, NEW YORK 19, N. Y. 
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How Important is 
"Rate Per Thousand"? 


There is a natural tendency for anyone who buys 
advertising space to wish it could be made an exact 
science. The job would be much simpler if some handy 
formula could be applied which would prove beyond 
question that publication “A” is superior to publication 
“B”. Unfortunately, no such formula exists. Media 
selection still requires an evaluation of both factual 


information and much that is intangible. 


“Kate per thousand”, for example, is factual informa- 
tion. It plays a part in any decision as to the worth of 
an advertising medium... but in selecting business 
papers there are many other questions to be answered 


which may be a great deal more important: 
“tlow large a portion of the actual market does the 
publication reach? What is the unit coverage?” 
“Who are its readers? How many of them are impor- 
| 


tant to us?” 
“\ hat kind of editorial job does it do ?”’ 


“llow does it influence and serve the industry it 
‘ vers ?”” 


. and many more. 


Answers to questions like these permit the advertiser 
to judge more accurately how worthwhile his invest- 
men! in space will be. If you are selling a broad con- 
sumer market. 
importance... 


Cations, it must be remembered that the one with the 


“rate per thousand” may be of prime 


but when considering industrial publi- 


lows “rate per thousand” is not necessarily the best 


adv: lising “buy” 
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In the case of MACHINE DESIGN, for example, a 
single page every issue has a rate per thousand copies 
of $18.75—a rate per thousand plants reached of $32.95 
—and a rate per thousand design engineer readers of 
only $4.54. MACHINE DESIGN is a very selective 
publication going directly to design engineers whose 
specification of parts, materials and finishes is an in- 
dispensable step in selling to a 33 billion dollar market. 


“ tee 


Advertisers have found that this specialized job which 
MACHINE DESIGN performs is vital to their market- 
ing programs...and that the “rate per thousand” 


they pay is one of their soundest investments. 


If you would like more information to help you deter- 
mine the advertising values of any Penton Publication, 


we'll be glad to show you what we have. 


n PENTON 


Publishing Company 
PENTON BUILDING e« CLEVELAND 13, OHIO 





Publishers of 


STEEL « MACHINE DESIGN -~FouNDRY— 


New Equipment Digest + Revista Industrial 
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How The Building Materials Industry 


Gears Distribution 


| CONTINUED FROM Pace 39] 


charge. In this case, the manufactur- 
er's office or salesman pools his or- 
der with other dealers on the same 
rail route to complete the car. 

The dealer stocks lime products. 
including mason’s lime for mortar 
work, hydrated finishing lime for the 
white coat in plastering, quicklime 
for disinfectant, and spray lime. This 
material is purchased f.o.b. mill, plus 
full freight, by truck or in straight or 
part cars direct from the manufac- 
turer—or in combination with gyp- 
sum products if the dealer wants 
to purchase from a company that 
also makes lime. In such a case. the 
gypsum manufacturer invariably 
maintains a stock of lime at gypsum 
plants to offer mixed service in com- 
petition with straight lime companies 
who offer only straight shipments o1 
part cars of lime products. 


7-Ton Minimum 


Jobbers generally handle small 
stocks of gypsum plaster and boards 
for small dealer pick-up, although 
gypsum products do not often carry 
a jobber 


minimum is a small enough order to 


discount. The seven-ton 


enable nearly all dealers to handle 
these materials direc t. Lime. however. 
does carry a small jobber discount 
and rural or small dealers will fre- 
quently pick it up locally to avoid 
stocking the material. The usual re- 
tail mark-up on lime will be about 
90° for plastering lime, and up to 
100°¢ on specialty items such as 
twenty-five pound bags of spray lime. 
Discounts by retailers to building 
contractors who buy on a large ton- 
nage basis generally range between 
lO and 20% 
on small bag lots. Thus it is evident 
that volume materials in this field 
carry a tair profit. 

Getting back to our aggressive 
dealer, we find that he also handles 
builders’ hardware 
from the local 
from the manufacturer 


below consumer! prices 


which he buys 
hardware jobber or 
direct. This 
dealer handles a full line of hinges. 
screws, bolts. accessories. bathroom 
and kitchen 
carry a heavy stock of any item. but 
has a complete selection with which 


hardware. He doesn’t 


to solicit this business from builders 
who buy their lumber from him. 
Generally, these lines require a con 
siderable investment. even when han- 
dled on a modest scale. and a dealer 
who isn’t thoroughly aggressive will 
usually not attempt to compete with 
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the regulation hardware store. How- 
ever, in major markets there are a 
great many lumber yards handling a 
full line of builders’ hardware and 
boasting an excellent volume. A small 
corner of a dealer's warehouse can 
contain a $15.000 to $20,000 stock 
of hinges. locks and other builders’ 
hardware items. The mark-up on such 
items is generally good, ranging from 
10 to 60%. : 

Another line handled in this yard 
is building steel. Here is the group of 
products that includes metal lath, 
corner bead, metal arches, basement 
sash, ventilator louvres and _ coal 
doors. Such volume items as metal 
lath rarely move through a jobber be- 
cause few companies offer a discount. 
Suppliers are usually very competitive 
and most dealers can purchase l.c.1. 
quantities direct by truck or car from 
a local producer at zoned delivered 
prices. The recent Federal Trade 
Commission basing point ruling on 
cement has caused some producers of 
steel items to convert to a straight 
f.o.b. mill price, plus full freight to 
destination. Of course such compa- 
nies still reserve the right to meet 
competition and equalize with the 
competitor nearest to the job. 

\ jobber will only stock the line 
when he has a number of little deal- 
ers who occasionally want a small 
quantity and will pick it up from the 
wholesaler paying a premium for the 
Items in this group. 
however, such as basement sash and 
metal arches usually carry a jobber 
discount in carload quantities to en- 
courage local promotion of such spe- 


convenience, 


cialties. 

Nails. weather stripping and re- 
lated products, as well as such rural 
commodities as fence wire and steel 
fence posts, are also stocked and 
picked up from the local hardware or 
building material jobber. The retail 
mark-up on such steel items will 
range from 25% to 60% on metal 
lath. nails, and other commonplace 
items and 60° to 100% on specialties 
such as weather stripping. arches and 


coal doors. 


25 to 50° Mark-Ups 

\ lumber dealer. such as the one 
we are discussing, is also in the roof- 
ing business. If in a rural area he 
will handle various kinds of corru- 
gated and plain galvanized barn roof.- 
ing. He will carry a stock of red cedar 
wood shingles and a varied stock of 
asphalt shingles in several popular 
styles and colors. roll roofings. satu- 





rated felts for sheathing purposes, 
flooring and silencing felts, treated 
sheathing papers, roofing cements, 
waterproofing compounds and caulk 
ing material. Steel companies furnish 
metal roofings and accessories usual! 
ly through building material jobbers, 
shipping to the latter on a mill-plus 
freight basis. Retail mark-ups on 
metal roofing range from 25 to 50‘ 

depending on the quantity ordered 
and length of haul to the job. 

Wood shingles are generally pur- 
chased by larger dealers from the 
producer in carload quantities at mill 
plus freight prices, and by smaller 
dealers from building material job- 
bers who carry a representative stock 
of colors. Retail mark-ups on wood 
shingles range from 25 to 40%. 

As a rule asphalt roofing products, 
including shingles, sidings, rolls. 
felts and plastics move by truck in 
areas adjacent to mills and by rail 
elsewhere. Prices are f.o.b. mill usual- 
ly with freight being equalized with 
the rate from the competitive mill 
nearest to the destination. Jobber dis- 
counts are provided because the wide 
variety of colors and styles naturally 
| distribution so 


encourage jobber 
avoid heavy 


smaller dealers can 
stocks. 


** Applicator” Firms 

Dealers and roofing 
who specialize in shingle and siding 
application, often feature only two ot 
three styles and a moderate range of 
colors. Therefore. they purchase di- 
rectly from the manufacturer and 
stock substantial quantities. 

Retail mark-ups of asphalt roofing 
materials will range from 25 to 40°. 
Mark-ups on applied jobs, however. 
are much higher and there are “ap- 
plicator” firms who specialize in sell- 
ing and applying complete roofs and 
sidings—maintaining their own “bird 
dogs” to search out prospects, “clos 
ers” to contact them and close the 
sale, and “applicators” who apply the 
material. 

Roofing applicators operate in 
large cities as a rule, although some 


applicators 


have organized caravan crews to cal: 
vass small towns and intensively ex 
ploit the available business. They are 
high pressure operations and olten 
are highly successful. Roofing. sid- 
ing, weatherstripping and insulation. 
either blown or hand packed, com 
prise the bill of sale. 

Few lumber dealers are set up 
compete with this service. Most o! 
them are satisfied to sell the material 
alone. to consumers, builders. cat 
penters or other purchasers for ne¥ 
or remodeling work. 

Another separate and dist 
group of products handled by the 


) to 


ict 
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Doin i Complete Job 


Good coordination is a necessary thing—just as necessary 


. to a well planned, well balanced marketing program as to 
a well trained winning team. 
We believe in coordination; believe that any marketing 
program can be made more effective by thorough coordination 
of all promotional activities; believe that achieving that 
effective coordination for our clients is a 


fundamental part of our job. 


GEBHARDT and BROCKSON, Inc. 


600 SOUTH MICHIGAN AVENUE e CHICAGO 5, ILL. 
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Fox River Bal Fine Papers 
Litton 
Loeon | 
You can put more 
in your 
Business Letters 



















WHO WROTE THEM? = 
Dr. Robert R. Aurner, for 


18 years ranking professor 









of business administration 
it the University of Wisconsin; au- 
thor of Effective Busine ( ré 

ndence; president of American 
Business Writing Association, 1940 
now director of Better Letters Divi 









sion of Fox River Paper ¢ Orporation 





(maker of hine papers since I8SS3). 






WHAT ARE THEY? 






These free booklets spotlight the 
tremendous importance of letters in 






business success. Also help you snare 





the attention of your reader in such 





a simple way that he continues 





understands . . . and acts because 


you have been able to project your 






personal power courteously, persua- 





sively, and convincingly 





Mail must meet fowr tests to be MONEY- 
MAKING MAIL 
1 Say get free booklets now 
use your business letterhead. Fox RIVER 
PAPER CORPORATION, 2614 Appleton 
Street, Appleton, Wisconsin 
Be tier Letters Divisi n 
/ 


> = , = 


a3 Vine a tne Meee 
Y Fok River 


COTTON.FIBER BOND, ONION SKIN LENGER 
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average building material dealer is in- 
sulation. This falls into two types, 
board and bulk material. Insulation 
board is a fabricated product com- 
posed ol wood fibres felted togethe1 
to form a rather soft, porous panel. 
This is then formed into a variety of 
items. For example, wallboard is the 
basic commodity, colored and _fin- 
ished in many different ways. Dec- 
orative, grooved wall planks are made 
from it. decorative ceilin g tiles. 
sheathing for use under the exterior 
siding and plaster base for under the 


interior finish. 


Roof Insulation Panels 


Roof insulation panels (for flat 


top buildings) under the tar or 
asphalt roofs also comprise a good 
part of the volume. The material pro- 
vides good insulation in structural 
form and as such is in great demand. 
It is shipped in straight or mixed car- 
loads to larger accounts and stop- 
over service for Le.l. quantities is 
furnished by most manufacturers. 
Because of the wide variety in colot 
and type this is an excellent item for 
jobbers and usually a discount is of- 
fered to encourage local promotion. 

Insulation boards, as a rule, are 
sold on a delivered price basis by 
zone. Mark-ups range trom 40% on 
common items like lath and sheathing 
to OU%e on spe ialties like plank and 
tile. 

In this same family. although not 
always made by the same manufac- 
turers, we find hardboards. This ma- 
terial is similar to the softboards, but 
has no insulating value and is fur- 
ther pressed and impregnated with 
chemicals to form extremely hard. 
dense, grainless panels of pressed 
wood which are ideal for door panels, 
drawer bottoms, counter tops and a 
myriad of other uses. 

Insulating wool is the most popu- 
lar type of bulk insulation. It is made 
from various basic materials such as 
glass, limestone, slag. wood, cotton 
and paper. When fabricated, most 
wool is formed into batts to fit stand- 
ard building framework. These ma- 
terials move by truck in areas adja- 
cent to the mills and by rail in other 
areas. The usual practice is to quote 
delivered prices by established zones. 
\ jobber discount is offered to en- 
courage local promotion and small 
dealer pickup. Retail mark-ups are 
modest, ranging from 25 to 40%. 

Our dealer completes his line with 
a variety of paint products. Generally 
speaking, the largest volume of paint 
is sold through paint stores that soli- 
cit and cater to painters and painting 
contractors. As a rule a geod paint 
store will have 60 to 75% of its sales 





with these trades and other maint 
nance crews. Of course some cate 
primarily to the public and in suc 
cases the volume division is mor 
equalized. 

The second most important outlet 
for paint is the hardware store and 
the third is the lumber dealer. Sin 
the latter is usually located on a bach 
street, his sales of paint are mostly to 
operative builders 
other basi 


contractors and 
who buy lumber and 
building products. Furthermore, some 
lumber dealers are reluctant to spend 
a half hour helping a customer select 
a favorite color to achieve a sale of 
$1.50 to $3 when they could spend 
the same time with a contractor to 
sell a bill of materials totaling many 
times this amount. Of course this is 
a point of view, and some lumber 
dealers are not very considerate of 
the public who want to buy LO cent 
items. Thus their efforts to merchan 
dise these products are frequently not 
aggressive. 

Supplies of paint items are usually 
obtained from hardware jobbers, 
building material jobbers, or direct 
from the manufacturer. For example, 
in principal markets it is the practice 
of spirit thinned oil paint producers 
to set up key dealers as franchise ac- 
counts, operating in established areas. 
In return for the franchise and sup- 
port, such dealers are expected to pro- 
mote local Lc.l. sales to small dealers 


in the area. 


Pricing Basis 

Pricing is usually done on a fran 
chise jobber discount basis in return 
for distributor Resale to 
other dealers is marked up between 
8 to 25% on most items. Retail 
sales to consumers on paints and spe- 
from 30 to 


services. 


cialties usually carry 
100% mark-up. 

Some manufacturers, particularly 
those in the water thinned, oil-resin 
field (more recently developed) have 
deviated from the franchise practice. 
These manufacturers have attempted 
to sell all dealers possible without 
area definition. Their policy usually 
is to offer a bracket price by volume 
and a functional discount off the top 
bracket for distributors who promote 
resale to surrounding small accounts. 
Truckload orders often carry a fill-in 
privilege at the truckload price te 
help balance stocks, which is not only 
customary but necessary. 

|Next month, Mr. Gairdner will 
discuss how some building mat rial 
dealers have invaded Main Street /rom 
their former back-of-the-yards ‘oc: 
tion,emulating glamorized departrient 
stores with high-powered advertising 
and merchandising programs. | 
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THE INSIDE STORY 


on S.P.1.’s ability to help 
you increase industrial 
sales in the booming 


South and Southwest... 





America’s largest Outdoor Power Plant Market 









SOUTHERN POWER 
AND (NDUSTRY 





gets ‘special treatment” from S. P. I. 


DID YOU REALIZE exactly how much climate 
can affect a market? Because of climate 
you find America’s heaviest concentration 
of outdoor power plants—utility and in- 
dustrial—in the 19 Southern and South- 
western states. 

So you readily can see how S.P.1’s. many 
regular articles on this special character- 
istic of this market does a better job for 
advertising aimed at the South and South- 
west. A publication which holds greater 
interest—more personal interest—for its 
readers, sells more for its advertisers. 


TEXTILE INDUSTRIES © SOUTHERN POWER & INDUSTRY @ SOUTHERN AUTOMOTIVE JOURNAL 
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A large proportion of your best pros- 
pects in the South and Southwest read 
only S.P.J. It is the one industrial and 
power publication edited expressly in their 
interest ; its circulation thoroughly covers 
the entire market — industrial plants, 
utility plants, important service plants. 

Southern Power and Industry will help 
your produce greater sales in the rapidly 
expanding South and Southwest. 


Southern Power and Industry 


806 Peachtree St., N. E., Atlanta 5, Georgia 






@ ELECTRICAL SOUTH © SOUTHERN HARDWARE © SOUTHERN BUILDING SUPPLIES 
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of Industrial Sales and Advertising 


Select Winners in ‘IM’ Editorial Contest 





Supreme Court Hits New 
Blow at Basing Points 


WasHiIncton—The United States Su- 
preme Court by a four to four tie vote 
April 25 upheld a Federal Trade Com- 
mission order outlawing the so-called 
basing point system even when com- 
peting companies do not agree to fix 
prices. 

The court last year ruled in a cement 
industry case that the system was ille- 
“understanding of con- 


gal when an 
prices was involved. 


spiracy” to set 
Business men had complained that the 
1948 decision cast doubt on the legality 
of the entire basing point pricing system. 

One effect of the new ruling may be to 
speed congressional action on pending 
bills either to declare a two-year mora- 
torium on basing point cases or legalize 
freight absorption when price fixing 
cannot be proved. 

The latest case was appealed to the 
Supreme Court by 12 conduit manufac- 
turers after a decision by the U. S. Cir- 
cuit Court of Appeals in Chicago. 


Circulation Totals Need 
‘Third Dimension’: Hays 


Cuicaco—George O. Hays, president, 
Penton Publishing Co., Cleveland, told 
a meeting of the Chicago Business Pa- 
pers Assn. that auditing organizations 
in the business paper field should add 
a third dimension to the analysis of 
circulations by defining depth of pene 
tration of the market potential. 

“How effectively a business publica- 
tion covers its market.” he explained, 
“is shown not only by the number of 
subscribers and their titles, but also by 
the degree to which they reach the buy- 
ing influences in the companies con- 
trolling the bulk of the purchases in 
their fields. This information would add 
a third dimension to circulation state 
ments.” 

Mr. Hays, whose company publishes 
Steel, which within the past year has 
added a CCA audit report to its ABC 
data, criticised the ABC for attempting 
to assume publishing functions. He al 
leged that ABC had made this attempt 
by indicating lack of value in the un 
paid portion of business paper circu 
lations. He said that the ABC was es 
tablished for the purpose of supplying 
information to advertisers and agencies, 
but that most of its rules “have been 
written by publishers for the purpose of 
putting competitors out of business.” 

He endorsed the recent action of the 
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National Industrial Advertisers Associa- 
tion in recommending that there be one 
audit bureau to audit all forms of busi- 
ness paper circulations. 

In discussing the activities of the As- 
sociated Business Papers and National 
Business Publications, Inc., of both of 
which he is a director, he predicted 
that ultimately there will be one as- 
sociation of business publications, which 
will be a trade association capable of 
representing the entire industry. He 
added that many paid circulation media 
would use controlled circulation if they 
could afford it, but that as long as there 
is a “subsidy” for paid circulation pub- 
lications through lower postal rates, 
they will continue to qualify for it. 

He also predicted that the new postal 
rates will bring second-class and con- 
trolled circulation papers closer to- 
gether by increasing second class and 
reducing the rates for the latter type of 
publication, with a sliding scale of 
charges for advertising content. At 
present editorial and advertising con- 
tents of controlled papers are charged 
for at the same rates under third and 
fourth class regulations. 


Industrial Editors To Meet 
Readership surveys, promotions and 
production problems will be discussed 


at the eighth annual meeting of the In- 


ternational Council of Industrial Edi- 
tors May 10-12 at Toronto, Ont. The 
group is composed of editors of em- 
ploye publications and company ex- 
ternal publications. 


Europe Asks Data on U. S. Marketing 

European countries have sent more 
than 200 requests for information about 
U. S. marketing and production tech- 
niques to the Technical Assistance Div., 
Economic Cooperation Administration 
in Washington. Techniques inquired 
about ranged from shipbuilding to ce- 
ramics. 


U. S. Issues Booklet on '47 Housing 
The Superintendent of Documents. 
Washington, has published a 48-page 


bulletin. “Construction and Housing, 
1946-7.” describing trends in postwar 
construction activity. The bulletin, 


priced at 25 cents, includes information 
on expenditures for major types of con- 
struction, volume and characteristics of 
new non-farm housing started, employ- 
ment by contractors, 
amount of urban building authorized, 
volume of federal construction and 
earnings and hours in private building 


construction 


construction 









| 1th Annual Competition 
Ends; Awards Set for June 


Cuicaco—Fifteen first award plaqu: 
winners and 24 certificates of award win- 
ners were selected April 28 from en 
tries in INpUsTRIAL MarKeTING’s 11th 
Annual Editorial Achievement Compe- 
tition. 

Meeting at the Sheraton hotel in 
Chicago, 17 well-qualified and well 
known judges ferreted out winning ma- 
terial from a mountain of entries repre- 
senting editorial efforts of the nation’s 
leading business publications. 

To qualify for awards, editors had to 
demonstrate specific instances of val- 
uable editorial service to business and 
industry. This year’s entries very defi- 
nitely reflected the continuing upward 
trend in the already high editorial 
standards apparent in past competitions. 

Publications were judged in three dif- 
ferent fields: (1) industrial, (2) mer- 
chandising, trade and export, (3) class, 
institutional and professional. Winners 
were selected from material published 
in issues dated August, 1947, through 
December, 1948. 

Presentation of the awards will be 
made by George J. Callos, executive 
vice-president, Klau-Van Pietersom-Dun- 
lap Assoc., Milwaukee, on June 15 at 
the NIAA conference in Buffalo. 





Ensrud 


Scherer 


Other members of the 17-man judging 
panel included: 

H. H. Simmons, manager, adve 
tising & sales promotion, Crane C 
Chicago; N. C. Hurley Jr., pres 
dent, Independent Pneumatic Te 
Co., Aurora, Ill.; Volney D. Fowle 
assistant to the vice-preside I 
Electro-Motive Div., General M 
tors Corp., La Grange, IIL; H. 
Scribner. president, Russell 
Gray, Inc., Chicago; Walther B 
chen, president, The Buchen ¢ 
Chicago; Taylor Poore, preside 
Tempo, Chicago; G. R. Stege J 


| 
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MANAGEMENT MEN con- 





t 
stitute 50% and PUR- 
CHASING AGENTS con- 
OUT OF stitute 50% of the users 
: of MacRAE’S BLUE BOOK. 
* ALL users are located at 
T 
. the largest and most im- 
‘ portant purchasing points 
in American industry. 
a 
if and 
: 91.9% 
os of all users say they refer to 
a MacRAE'S BLUE BOOK “‘prin- 
cipally”’ or “‘exclusively.”’ 
4 
: For space rates, consult your 
; agency. Send for copy of a 


new booklet, ‘““‘Where Orders 


Originate.”’ 


MacRAE’S 
BLUE BOOK 






ONE BOOK 
18 E. Huron St. suman 
CHICAGO 11, ILLINOIS hoses are 
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CLEVELAND 13, 
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we're 
being 
followed... 


Our PACKAGI 


proved its popularity by incubat- 






Display has 








ing a rash of seemingly similar 





units. It would be wise to remem- 





ber, when planning your sales 






exhibit, that there is only one 
PACKAGI 


pioneered and perfected, and is 






Display, that it was 








being produced for more and 








more exhibitors only by 





DISPLAYS 


1103 N. Feurth $ Milwovkee 3 Wis 


creators of the “PACKAGE” Display 








eight page 





director of sales, Pepsodent Div.., 
Lever Brothers Co., Chicago; H. R. 
Bloomquist, advertising manager, 
Toni Div., Gillette Safety Razor 
Co., Chicago; J. H. Platt, vice-presi- 
dent, Kraft Foods Co., Chicago; 
L. B. Sizer, divisional vice-presi- 
dent, sales promotion manager. 
Marshall Field & Co., Chicago; 
L.. O. Holmberg, manager, Comp- 
ton Advertising, Chicago; A. E. 
Meyerhoff, president, Arthur Mey- 
erhoff & Co., Chicago: Wallace 
Meyer, president, Reincke, Meyer 
& Finn, Inc., Chicago; Roger 
Wilde, contract, sales manager, 
Simmons Co., Chicago; Albert V. 
Scherer, advertising manager, Ohio 
Chemical Mfg. Co., Madison, 
Wise.; A. G. Ensrud, space buyer, 
1. Walter Thompson Co., Chicago 


Hits ‘Antiquity’ of U. S. 
Industrial Equipment 


Cuicaco—Whether prosperity is to 
continue depends largely on how much 
(merican industry is encouraged to 
spend on capital investments for im- 
proving the pool! condition of its equip- 
ment. Ly xter M. Keezer. director, de- 
partment of economics, McGraw-Hill 
Publishing Co.. New York, told a 
meeting of the Chicago Assn. of Com- 
merce & Industry. 

lo support his contention that in¢ 
trial equipment generally is less than 
first rate. he listed these evidences of 


ius 


its antiquity: 

More than half of this country’s 
machine tools are 12 years old or older. 

Half of the coke ovens are worn out 
or obsolete They are only half as eth- 
cient as modern ovens. By producing 
nuch poor coke they lower the quality 
of the steel the coke is used in making. 

\ third of the freight cars are more 
than a generation old. 

Half the textile looms are more than 
20 years old. 

\ MeGraw Hill survey (IM, Feb.). 
he said. showed that “to get American 
industry in first class condition tech- 


nically we would need to spend as 


much as $100 billion. At the rate we 
spent for modernization in 1948 that 
would take almost 50 years.” 

Mr. Keezer criticized President 


lruman’s proposal to collect about $3 
billion more in taxes from corporate 
profits. This, he said, would seriously 
curtail badly needed expenditures for 
new plant and equipment, thus impair 
ing business conditions generally. 


ERP Export-lmport Trade Reported 


Export and import trade of the 
United States with nations participat 
ng in the European Recovery Program 
is reported in a survey published in 
booklet form by the Department ot 
Commerce The booklet. which sells 
for 20 cents a copy, includes 13 com- 
prehensive statistical tables and = an 
summary of prewar and 


postwar trade with ERP countries. 
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Exhibitors Will Air Woes 
at Industrial Show Clinic 


How to get the most out of an indus 
trial show as a means of boosting sale 
wil be discussed by exhibitors, adverti 
ing and public rela 
tions men and bus 
ness paper editors 
at the first annu 
clinic of the Exhib 
tor’s Advisory Cou 
cil May 26 at th: 
Statler Hotel, Ne 
York. 

R. H. DeMot 
president, EAC, and 
vice-president, SKI 


phia, has announced 
that non-members of 
EAC may attend. The clinic, which aims 
at improving the trade show as a sales 
medium, will include talks by leading 
authorities on exhibits and panel discus 
sions on “How to create sales by proper 
industrial show techniques” and “Show 


R. H. DeMott 


management's responsibilities at exhib 
tions.” 

George Hammond, executive vice 
president, Carl Byoir & Assoc., New 
York, will speak on “The principles of 
public relations and their application 
to the well organized trade show” at 


luncheon. 


Kingman Named Managing 
Editor of ‘Industrial Marketing’ 

Merle Kingman, associate editor, ha 
been named managing editor of INpuUs 
rRIAL MARKETING. Before joining IM 
last September. he was an associate 
editor of Advertising Age. He also has 
served in the Chicago bureau of United 
Press, on the publicity staff of Nort 
western University and as copy ch 


Howard Mayer & Assoc., Chicago. 


Commerce Department Will Publish 
1949 Edition of Market Source Book 

\ 1949 edition of “Market Resea 
Sources,” a book last published ir 
1940, will be issued by the Departm 
of Commerce. 

The book describes the marketing 
research activities of public and private 
agencies and is designed to aid sales 
executives in analyzing markets, The 
department, which has mailed ques 
tionnaires to contributors to forme! 
editions, is urging all manufacturers 
advertising agencies, universities and 
state and local government agencies to 
inform the Washington office of | 
marketing services. 


Sutton Starts New Publication; 
Appoints Neubauer, Collins 

Sutton Publishing Co.. New York, 
has published the first issue of (Cor 
tractors’ Electrical Equipment, 
trolled circulation monthly publi: 
for electrical contractors. 

Sutton, which also publishes M 
Working Equipment, has appointed R 
\. Neubauer to the newly-created 
sition of assistant publisher of that pub 
lication. He formerly was sales manage! 
L. W. Collins has been named edit 


Industries, Philade!- 
























28-Page Insert for Budd 
; ‘ , 
Appears in ‘Railway Age 

Budd Co., Philadelphia, used a strik- 
ing 28-page insert in the March 26 is- 
sue of Railway Age, publication of Sim- 
mons-Boardman Corp., Chicago, to ex- 
plain construction of the new California 
Zephyrs, and to point up Budd’s exten- 
sive production facilities. 

Printed in three colors on special 
finish paper, the section effectively uti- 
lizes the picture-story technique. Over 
10 pictures and blueprint style sketches 
are included. 

Four pages are devoted to the highly 
publicized “Vista-Dome” cars. Another 
eight pages illustrate and describe the 
company’s large plant and specialized 
manufacturing equipment. 

Railway Age used a spread in the 
same issue to call attention to the ad as 
the “largest insert ever to appear in the 
railway industry.” Budd suppliers took 
the occasion to feature the California 
Zephyr in their ads appearing in the 
same issue. 

The Budd Co., and its advertising 
agency, Lewis & Gilman, Philadelphia, 
planned and prepared the insert. 


Senate Subcommittee Goes 
to Work on Postal Rates Facts disprove this misconception. Records 


show that the Empire State Building 


WasHincron—After hearing 17 wit- 
New York, gets hit about 20 times a year. 


nesses in a final marathon session, the 
Senate’s postal rate subcommittee has 
gone behind closed doors to begin work 
on revised rate increase schedules 
“which will be fair to mail users and 
taxpayers alike.” 
For more than a month, the subcom- 
ttee “sat” three and four days week- 
while scores of mail users protested 
t the $300,000,000 revenue boost. 
ked by Postmaster General Jesse 
naldson would be a near-fatal blow 
ublishing and direct mail merchan- 


Repeatedly, the subcommittee chair- 
Sen. Matthew Neely (D.. W. Va.) 


red witnesses that his group “would 


put anyone out of business.” 
8 the hearings closed, Senator Neely Facts also disprove the misconception that many people have of 
he still hopes to bring mail users Sweet's Files. Sweet’s is not an advertising medium. It is a service 
postal officials together on a 
kable” compromise. 
House committee, which opened 
earings two weeks earlier than 


tor Neely’s group, has hearings 
luled through May 18. catalog page. May we have one of our representatives call and 


that distributes your catalog to the most important buyers in 

your market. Distribution is by means of a bound file (revised 
each year) that stays within the buyer’s reach at all times. Cost for 
preparation, printing and distribution averages less than 2¢ per 


ontrolled” and “paid” business vive you the facts about Sweet’s Catalog Service? 
cations resumed their postal rate 

ble before the Senate subcom- 

during the week. The issue had 

debated before the House group 

a : \V) | 
itor Neely agreed to sponsor : - ‘ Bs e tts iS 
tion enabling “controlled” pub- . : * _“ 
ns to have rates equality with é oa 


subscription publications. z e - T ALOG SERVICE 


‘Metal-Working Equipment’ Ups Stor 3 . ’ 
Frank H. lang 5 A with W Bs Puts your Catalog into the Buyer s Hands 


son-r iagg Machine Co., has been ap- ’ 
Pointed district manager of Metal- when he's ready to Buy 


the ng Equipment, handling the pub- : 119 W. 40th ST. NEW YORK 18.-N.Y 
‘NL. 1's New Jersey territory, including tg Asay 
ew York city and Pennsylvania. 
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Letters 
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any more respect for an agency that 
does? Both of them claim to be pro- 
fessional men. 

Come on, you agency fellows, let's 
have a clear-cut, honest definition of 
why you want to continue to get 15% 
and why you don’t want to go out and 
sell your products the way that every- 
one else has to sell them. You are do- 
ing a good selling job now, so why 
don’t you put a little stiffness in the 
backbone and demand that you get 
reasonable compensation for services 
performed? You won't lose your busi- 
ness, but you will increase your pro- 
fessional standing and | have a sneak- 
ing feeling that advertisers will have 
considerably more respect for you. It 
could even be that you might get a lit- 
tle more business because you would 
get the habit of fighting for business. 
That is what you have to do for your 
client, anyway. So why not do it for 
yourself.—E. J. Mac Kenzie, asst. ad- 
manager, Simplex Wire & 
Cambridge, Mass. 


vertising 
( able ( ‘ 


National Gypsum Co., Others 
Share Credit for Good Films 

To Tue Eprror: On page 66 of your 
March issue the production of three 
films about the gypsum industry was 
credited incorrectly to a single manu- 
facturer of gypsum products. These 
films, in fact, were produced by the 
Gypsum Association at a cost of about 
$100,000 and were financed by con- 
tributions from all of the member com- 
panies. Our contribution, for example, 
was about $30,000. 

The Gypsum Association, rather than 
any single producer, should be given 
credit for these excellent movies. All 
members of the association are dis- 
tributing the films. 

Any individual or organization in- 
terested in seeing these pictures can 
obtain them from any Gypsum producer 
or from the Gypsum Association, Room 
530, Opera Building, 20 N. Wacker Dr. 
Davin A. Wuite Jr., public 
National Gypsum 


Chicago. 
relations manager. 
Co.. New York. 
|IM’s source of information made no 
mention of the Gypsum Assn. Pardon 


us ED. | 


Otis Tells Copy Chasers: 
You're Only Partly Right 

lo Tur Eprror: Your Copy Chasers’ 
comments about our “An Entirely New 
( oncept ol Elevatoring” ad in the 
March issue of INpUsTRIAL MARKETING 
caused no end of comment hereabouts. 
Last time the Copy Chasers damned us 
with faint praise (which was about two 
years ago), we sort of had to agree that 
they were absolutely right. But this time 
we are going to be difficult and say that 
you are only partly right. 

The gist of the Copy Chasers’ remarks 
were that having devoted a double page 
spread to our ad, there should have been 
some room for telling the reader what it 
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No “Dizzy Data” this: 


“Dizzy Data,” as applied to pub- 
lishers’ promotion by a_ well- 
known spacebuyer, does not ap- 
ply to these pertinent FACTS: 


More than 95% of our Alt 
95% vvsires circulation is sub 
scribed to by actual owners 
managers, designers, superintendents 


and foremen of woodworking plants 
those who can say “YES.” 


Over 93% of the space n 
WOOD PRODUCTS is placed 
through advertising agencies 


So the experts approve this No. 1 paper 
of the woodworking field It's 


everything! 


if it's WOOD, you could—with 
WOOD PRODUCTS! 


Send for imposing 
list of subscribers 
IND ADVERTISERS 


\\/\/ foo 
PRODUCTS 


Phone: WAbash 2-1000 


431 S. DEARBORN, CHICAGO 5 
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is all about. Instead, we featured a 
booklet and put our story in the booklet. 

! can assure you that it was not lack 
of room that prevented us from telling 
nore about the new Autotronic Eleva- 
toring system. The trouble is that we 
have not found any way to give a thumb- 
nail sketch of the system in less than a 
few thousand words—which 
don’t want to read. 

And so—we finally settled on a cam- 
paign whose objective is to announce 
that we have something new. As the 
campaign continues, we are going to 
try to emphasize various aspects of what 
this new system will do for the buyer 
but we are not going to tell how it does 
it. That part of the story is wrapped up 
in the booklet which we will send out to 
anybody who is interested. 


even we 


Maybe we're right and maybe we're 
wrong in this approach, but we were 
secretly pleased that the modern layout 
provided by our agency caught the Copy 
Chasers’ eye, and that these same self 
Copy Chasers got the two impressions 
that we were trying to emphasize—“An 
Entirely New Concept of Elevatoring” 
and “6 changing traffic patterns.” 

All of which boils down to saying that 
we agree with your feeling that ads 
should tell something pretty substantial 
about the product, but in this case we 
did not see how we could tell our whole 
story without losing reader interest, and 
we are pretty happy about the solution 
that our agency worked out for us. 
Ricwarp T. Brice, advertising manager, 
Otis Elevator Co., New York. 


Management: How About 
Guaranteed Stock Dividends? 


lo Tue Epiror: Your suggestion in 
the January editorial that management 
might better sell stock than “free en- 
terprise” shows forward thinking. As 
you say, it is surprising what a few 
shares of stock will do to awaken the 
worker's interest in his “own” company. 
We would like to expand your com- 
ment. 


Corporations may have to cease try- 
ing to obtain “risk capital” from people 
who have no business gambling funds 
they might well invest in “securities.” 
In the past, one difficulty with employe 
purchases of company stock has been 
that when economic trouble occurs 
stocks often lose their value and divi- 
dends cease. This causes resentment. 

Industry can tap the supply of work- 
ers capital and workers’ good will more 
effectively by offering securities with 
guarantee of interest attached. The 
guarantee should apply to other inves- 
tors, too. 


‘ 


1y well-managed company can use 
research and development to “calcu- 
late’ and eliminate much of the risk in 
“risk capital.” The telling psychological 
value of selling to the worker securities 
that pay a guaranteed service charge on 
the funds that he puts up, would cer- 
tainly help management in its efforts to 
win the workers’ loyalty—C. W. S. 
Parsons, C. W. S. Parsons, & Co., Los 
Angeles, 
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... the nation’s major 
market for textile mill 
equipment. 


TARGET 


The Southern Market—80% of 
the nation’s spindles, 75% of the 
active looms. 


POWER 


A monthly circulation of over 8000 
—the largest of any journal among 
the South’s spin-weave mills. 


TECHNIQUE 


A format that includes six highly 
informative technical sections, up- 
to-the-minute news of the industry 
and special features of vital inter- 
est to every reader. 








textile hulleti 


(Now published MONTHLY instead of semi-monthly) 


There is a real selling punch in TEXTILE BULLETIN simply be- 
cause all of its power is aimed at just one exclusive target— 
THE SOUTHERN MANUFACTURERS AND PROCESSORS OF 
YARNS AND WOVEN FABRICS. In your fight for business you 


will hit this market right on the 
nose with TEXTILE BULLETIN, and 
with no wasted effort or money. 


THE KNITTER, devoted entirely to 
the Hosiery and Knitwear Industry, 
can be combined with TEXTILE BUL- 
LETIN at a special rate. One plate 
suffices for both publications. 


CLARK PUBLISHING CO. 


CHARLOTTE, N. C 


Publishers of THE KNITTER 


For Hosiery and Knitwear Manulacturers 








MATERIALS-METHODS 


Materials & Methods engineers in America’s 





leading manufacturing plants use Topflight’s 
Printed Cellophane, Self - Adhesive Tape tc 
meet A-N specs. - assembly line - follow 


through - instruction labels. 


TOPFLIGHT TAPE CO. 


Easy to Apply. 


YORK PA. 
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advertising in trade publications, try 
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Monthly surveys show papers used, 
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color, bleed. Over 550 trade, tech- 
nical, business publications covered. 
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popers surveyed, write 
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What’s all this 

sal talk about 

-3 materials 
engineering? 


Sweeping technological advances dur 
ing the past 20 years have brought a 
ten-fold increase in the number of engi 
neering materials and the types of fab 
ricated parts and finishes used in prod 
uct manufacture. Processing methods, 
keeping pace with these changes, have 
similar rate 











multiplied at a 


If you sell engineering materials, parts 
or finishes used in product manufac 
ture, or equipment for changing or im 
proving the properties of materials, you 
will want to tell your story to the 15,700 
materials engineering men who read 


M & M regularly 
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How To Advertise 
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tered the field, the base price of 
aluminum moved steadily downward.” 

Socony-Vacuum describes its par- 
ticipation in the operation of the 
“World’s Biggest Eye” (the giant tele- 
scope at Mt. Palomar)—the develop- 
ment of special lubricants which per 
mit swinging “a million pounds of 
steel on a film of oil five thousandths 
of an inch thick.” 

And RCA _ builds dramatic ads 
around the fact that “RCA scientists 
windows into a_ hidden 


opened new 
commerc ially 


world—with the first 
practical electron microscope. 

Explain your standards. 
\dvertising of this type 
is apt to be pretty dull by being 
pompous and self-righteous. You 
must take pains to emphasize how the 
user benefits from your adherence to 
your standards. 

\ good example is that ( Fig. 2) of 
the St. Regis Paper Co. whose creed 
is “We are the 
owners of the forest wealth. Our goal 
must be that constant called sustained 
vield” in order to “make our forests 
a perpetual source of wealth (from 
developed new uses, 


Comment. 


stewards as well as 


which) can be 
new industries, new jobs, new serv- 
ices, for all of us to share.” 
Burlington Mills tells how, in pre- 
serving its faith “that a thing can be 
made better and that. eventually, 
more people will want this improve- 
ment,” it passed through the early 
discouragements of the rayon indus- 
“operating under Free En- 
has become one of the larg- 


try and, 
terprise, 
est producers in the world of quality 
ravon fabrics. 
Describe your facilities. 

Comment. You may wish to tell 
about: 

some development policy, as in the 
case of Aluminum Co.’s “imagineer- 
“practical imagina- 


( ,oodrich’s 


ing. Chrysler’s 
tion,’ or B. F. 
house of Ideas.” 

crajtsmanship, as is brought out 
so well in Studebaker’s campaign 
built around “Studebaker families” 

fathers and sons working on the 


** Power- 


same production line. 

equipment, as featured by the 
(American Car & Foundry ad which 
describes the huge rotator jigs they 
use to facilitate the high-strength 
welding of their freight cars. 

Whatever you do in this line, don’t 
neglect to translate the facilities into 
benefits for the customer. 

g. Act the part of leadership. 
This is mostly a matter 
of technique, which will be discussed 
later and (for the moment) is well 


Comment. 


illustrated by the Jacobs Chuck ad in 
Fig. 2. but it can also be achieved by 
assuming the role of spokesman fo 
industry, as Burlington Mills, Unio: 
Oil Co. of California and Warner & 
Swasey have done in their famous ads 
extolling the virtues of free enter 
prise. 

You are, of course, on dangerou 
ground when you talk economic phil 
osophy, because some of the readers 
(1) may not care to read about such 
(2) may disagree with you, (3) ma 
doubt your sincerity. Yet the philos 
ophy expounded in the campaig: 
mentioned is not only sound but it 
also needs the reiteration that thes: 
advertisers have given it. 

Another type of “act of leadership’ 
is the promotion of the Revere Quali 
ty House Institute, an independent 
non-profit organization sponsored by 
Revere Copper & Brass “in the fur 
therance of architect-builder relatior 
ships in order to provide quality 
houses in quantity at moderate prices.” 
An Institute seal is awarded to houses 
which meet the standards of the In 
stitute. 


Solve Civic Problem 


I also consider that Studebaker is 
acting the part of leadership in the 
truck field when it undertakes to pro- 
mote a program for solving the prob 
lem of traffic congestion in ads which 
urge, not only improved streets and 
roads, but also “better use of those 
we have” and makes available a 
study called “Making Better Use of 
Today's Streets.” 

Situation 11A2. 
tain preference regarding the nature 
of his supply source. 


Prospect has cer- 


a. Emphasize your strong point: 
your line is complete or wide. 

Comment. A single source of sup 
ply simplifies purchasing. When yout 
company makes all types of a certain 
class of product or makes more types 
than anyone else, you are in an ad 
vantageous competitively. 
and you should capitalize upon it 

Worthington advertises that it 
“makes more of the vital innards ol 
- compre 


position 


4 


air conditioning systems - 
sors, condensers, engines, turbines. 
than any other one manulac- 


pumps , 
Engineering Corp., 


turer.” Cuno 
pushing its complete line of fluid 
filters. states that Cuno fluid condi- 
tioning remove more sizes of solids 
from more types of fluids.” The bas 
sick Co. hammers away at “Making 
More Kinds of Casters, Making Cast- 

Do More.” And Devoe & Ray: 
nolds Co. offers a “Library of Col 
ors” which, containing 223 shade 
makes it unnecessary for “you or \ our 
painter to spend weary, costly hours 
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trying to mix paints to a desired 
shade.” 

Perhaps you have only two types, \ 
but the strategy may still be sound. 


‘ Commercial Solvents Corp. makes MaItENAN 


wo anti-freezes and pushes them EN VA 










both, one “economical.” the other 
‘permanent’. The Bristol Co. alone is 
naking both hex and multiple-spline 
socket screws, reiterates “Only Bris- 
tol Gives You the Right Socket Screw 
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between supporters of linoleum and 









: isphalt tile, respectively, in which the 

best points of both are brought out 
ind Armstrong (making both) is the 
inevitable winner. 
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Comment. This is an important 
nt E ° . } < rs | 
factor to many purchasers, and West- we, tele Guck pt | ers 
,' ° ° . . Bivd. 
inghouse makes the point in the fol- yest Jacks 
ur Wheat” Gaicage Us Diinois 
lowing copy: _ euandous success 
, Dear Mr. Gluck? know the tr 
t Westinghouse alone can offer you 4) please you to 
< : Perhaps it tion. METAL WORKING 
” the undivided responsibility for the ve hed using YOU en g in the Pebruary 1 TLECTMNCAL MANUFACTURING 
design, manufacture, installation and — ‘ our first 0 OP over fifvese thous AUTOMOTIVE AND AVIATION 
ses au) 
performance of your refining plant tos ie one issue we have re yearly tract wi ats eelf 16 jj sucirine ano nerinne 
ft . : ye. Prom this One of which is e4 wnichin STONE, CLAY, GLASS AND CEMENT 
electrical apparatus . . . From equip- a quality Oderse 1 was refused OF cancel TEXTILES ANO rents 
eo 
ment tor generation of electrical or reilreed. wortast factor. sulting from the 4+ no 
steam power, to the most specialized = ecoiving inquiries T° woth |] eustics 
. “ we are still © esful in pulling F000 
types of drives and control for its equally ssccessfey owing we are ~.- 
utilization, Westinghouse provides a our otner ade nee are more wan pion : euitomes An0 INSTITUTIONS 
s single source of supply . . . one broad orders = —_— to our advertising tising budget hee orermeuTion 
the pair of shoulders competent to take gorting ast several yoars our ne trutnfaldy _ ENGINEERING 
ro responsibility for performance of all During Siserable sum of ~~~ > ore results than Ol 
ob parts of the job. saounted Sook Maintenance bes P vad 
r P ; a a ey — put together. now heads our advertis; 
h “Unit responsibility” is also the the of 1 Maintenance now ition. 
: ‘ a ou know Industria enjoying that pos 
ind theme of Crane Co. advertising: «and wo aoudt wll continue ae 
é 7 oer lis ne whe P 
Ds One Source of Supply, One Responsi- = friendly advise has been most ? aa 
ve 5 Your ' 
bility, One Standard of Quality” for na — wv 
ol “all your piping equipment — { Xu 
Another “angle” is the “we have a Pranpis Hoss 
er: no ax to grind” story. whic h is ac- __<—= = 
ure tually the title of a Combustion En- 
gineering ad in which an important ‘- Tr 
- reason given for doing business with Compare rates and circulations of industrial publications—see how 
C-E is “the advantage of a complete clearly INDUSTRIAL MAINTENANCE earns your preference. Send 
up rhe of stokers. whit h ine ludes every for youl copy of the latest INDI STRI AL M AINTEN ANCE certified 
= — type thus eliminating the pos- Audit it proves you can cover all Industry at one low cost. 
ain sibility of bias, or the need for com- 
es promise, in meeting your require- 623- 27 FILBERT ST. 
ie INDUSTRIAL MAINTENANCE SLPHIA 4. PA: 
| ents. HILAD ° 
v. c. Emphasize your strong point: 
: specialization. 
it Comment. “Doing one thing, and 
: of doing it well” is a common advertis- 
res nz theme which, in the abstract, EUCGSI 2 ST Ve ti WHAT’S GOING ON? 
nes. doesn't have much interest, particu- ee EO 
; ae with which i 
jac 7 = vee : hag oe re - a PREFABRICATED HOMES @ Manufacturers and their advertising 
rp.. dustry, some of the Jacks-ot-all-trades agencies are using this inexpensive 
uid are the top experts in those trades. © ISSUED EVERY OTHER MONTH clipping service for collecting editorial 
: 114 E. 32nd St., New York 16 publicity, for making research and 
li- H wever, if the nature of youl work market studies, for maintaining com- 
ds is such that few companies are quali- petitive advertising files and for de 
: : . veloping sales prospects on certain 
is hed or take the trouble to devote so types of products and services. 
ng much concentration to a_ restricted SPACE SALESMAN New Booklet No. 10 “How Business Uses 
st- lield, you may have a point that is National trade paper No. 1 in its field Clippings” tells the whole story 
. wi alking ¢ for over 40 years is looking for hard hit- - 
" vorth talking about. ting experienced salesman_ to take over BACON’S CLIPPING BUREAU 
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Empha: ize your strong point: discussion. Will guarantee income in five BUS NESS ARM * sENERAL 
< : s = “4 a ws APERS PAPER MAGAZINES 
es, e? neering service. figures to the right man. Write: 343 So. D b 5 ra’ 
jul ; =a te “e Box 425 INDUSTRIAL MARKETING 43 So. Dearborn St cago 4 
Comment. A large proportion of 100 E. Ohio St., Chicago 11, Mil. 
irs all business paper advertising is de- 
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"YF lake it home with me 
for a thorough reading” 








Savs 


N. D. BUEHLING, 


\ Ice President 


THE FENSHOLT COMPANY 








“I look forward with considerable interest to each issue 
of INDUSTRIAL MARKETING, and know that 
others in our shop do the same. It is the one pub- 
lication devoted exclusively to some of our most 
important problems—the problems of the industrial 
advertiser and industrial advertising agency. Many 
advertising publications come across my desk, and 
most of them I only have time to scan hurriedly. 
However, I usually take INDUSTRIAL MARKET- 


ING home with me and give it a thorough reading.” 












N. D. BUEHLING 


One of the better known “voung oldtimers” in industrial ad 
vertising, Mr. Buchling prepared for his career by graduating 
n electrical engineering from Armour Institute of ‘Technolog 
Chis was in 1930. For the next vear he served as a sales en 
wer with Harnischfeger Corporation in Milwaukee, then went 
vith National Engineer as associate editor. In 1934 he joined 
The Fensholt Company m Chicago as an account executive, 
nit ce-president several years later, and has been with 












th ompany continuously since—save for three and one-half 


in the Navy as a Li 





utenant Commander 
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Says 


HERBERT PECK, 


President 


HAZARD ADVERTISING AGENCY 


“My experience with INDUSTRIAL MARKETING 
extends back some twenty years to the day when I 
accidentally happened on a stray copy in the college 
library. This was one of my first contacts with the 
business of advertising and I think it was influential 
in helping me decide that I wanted to get into adver- 
tising as a business. Since that first exposure, it has 
been a fascinating experience to see the progress and 
improvements in the techniques of advertising to busi- 
ness, industry, and the professions as reported each 
month in the pages of INDUSTRIAL MARKET- 
ING. I never go through an issue without finding 
something of interest, something of value, and en- 
couragement for our own activities.” 


HERBERT PECK 


Upon graduation from Rutgers in the midst of the depression 
in 1932, Herbert Peck landed his first regular job as se r 
to the Advertising Manager of U. S. Industrial Alcohol 

now U. S. Industrial Chemical Co “This first job | i 
just about a month,” because, savs Mr. Peck, “‘my short! 
wasn't all that it should have been. However, my boss 

have felt kindly toward me because instead of being fired. I 
was placed in charge of the company’s industrial advertising 
ind served as the first editor of the now famous ‘U.S.I. Chet 
News’ campaign which is still running in the chemical jou 
some 17 vears later.”” Deciding that experience on the a 
tising agency side of the desk would be desirable, Mr 

left his post with U.S.I. in 1936 to take a job as Assista 
the President of the Hazard Advertising Company in New \ ork 
where he has been successively Vice-President and President. 


INDUSTRIAL MARKETING, May, !949 
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"It leads the thinking 


Savs 
FREDERICK KAMMANN, 
KAMMANN-MAHAN, INC. 


“In my opinion a business publication cannot fully 
serve its field unless it actually leads the thinking of 
that field. Merely to reflect current thought is not 
enough; the higher purpose is to guide and stimulate 
constructive thought and action. This is the quality 
in INDUSTRIAL MARKETING which sharpens 
and vitalizes the entire editorial pattern. As a result, 
every issue gets a real work-out in this shop, being 
marked, routed, filed, and referred to.” 


FREDERICK KAMMANN 


is my.story in a capsule,” savs Mr. Kammann: “Started 
tising work in Minneapolis in 1916, writing copy and 
ig Lory. Naval Aviation in the first world war. Operated 
strial advertising service agency for several vears. Tried 
dei il publishing field for a couple of years. Sales Mana- 
for air conditioning concern. Marketing Director for national 
p of building material dealers. Joined Fuller & Smith & 
in 1933, account executive; later vice-president. After 
1 vears became vice-president and manager of Cincinnati 
Roy S. Durstine, Inc. In February ‘49, this operation 
taken over by the newly formed Kammann-Mahan, Inc., 
tising agency, Enquirer Building, Cincinnati.” 





"By far the mo4t ualualle 
Ad, LiAé, M. ° Ad 


Savs 
RAY E. LOVEKIN, 


President 


R. E. LOVEKIN CORPORATION 


“INDUSTRIAL MARKETING has been a lifetime 
reading habit with me. The fact is, I believe I have 
looked at every issue since the very first one, and it has 
always appealed to me, of course, as by far the most 
valuable magazine which I, as a specialized industrial 
advertising man, have the privilege of reading. Inci- 
dentally, it has improved consistently throughout the 
years, which I did not think was possible some years 
ago. I don’t see how any wide- awake industrial adver- 
tising man could do without it.” 


RAY E. LOVEKIN 


Head of a busy industrial advertising agency in Philadelphia for 
29 vears, Mr. Lovekin is one of the best known men in indus 
trial advertising, and has given liberally of his time to association 
activities: In 1934, and again in 1938, he served as president 
of the I°.1L.A., and was also a member of the Board of Directors 
of NIAA for four vears. Among his other afhliations are: Amer 
ican Society of Mechanical Engineers, U.S. Naval Institute, 
American Marketing Association, Franklin Institute, and Ad 
vertising Federation of America. 
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Advertisers who sell construction 
equipment, materials and services, 
place their sales messages in Con- 
struction Digest to concentrate on 
their specific market in the rich Illinois, 
Indiana and Ohio region. Reaching 
over 8500 key men, Construction 
Digest is the bi-weekly news mago- 
tine for this area. 

Every year more than one billion 


dollars is spent on public works in this 
tri-state market. No other three ad- 


(‘ONCENTRATE 


on Your 


; 4 Specific Market 


jacent states in the nation have built, 
or are building, more good roads and 
bridges. 

Engineers, contractors, public works 
officials and strip mine executives are 
increasingly active in the buyer's 
market . . . are ready prospects for 
all products and services. Construc- 
tion Digest offers more effective ad- 
vertising at less cost than any other 
publication of its kind. 










CONSTRUCTION DIGEST 
215 E. New York Street 
Indianapolis, Indiana 






ONSTRUCTION 


IMinots Indiana Ohio Public Work 





IGEST 


Indianapolis 





The Steel Industry is a 


‘A O0,000, MARKET 


for INDUSTRIAG®LUBRICANTS 
AND PROCESSING OILS 


The key men of the Steel Industry—who spend 
\ Thirty Million Dollars Annually for lubricants 


—are regular readers of the Iron & Steel 








\ Engineer. Keep your products before this im- 
' | portant buying group through the advertising 
we pages of this monthly publication, and get 
your share of this desirable business. Write 
today for rates and complete market data. 


Iron AND Steel 
ENGINEER 


1010 EMPIRE BUILDING 
Pittsburgh 22, Pa. 
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voted to this purpose. 

Engineering service can be de- 
scribed, demonstrated or reported. 
In describing a service, you run the 
danger of either bragging or general- 
izing, so either to demonstrate the 
service or report actual cases makes 
better advertising. 

One example of engineering serv- 
ice described well is the ad on “the 
Bemis Quiz Kid,” the Bemis Packag. 
ing Specialist who has the answers 
to such questions as “how to get bet 
ter closures, what is the best type of 
package for a particular job, how to 
save money on shipping, how to 
store and care for paper bags—these 
he takes in his stride. If necessary he 
comes right into your plant to seek 
out the answer.” 

Engineering service demonstrated 
is exemplified by the Scovill cam 
paign which discusses the engineer 
ing aspects of condenser tube design 
and application. 

Engineering service reported is il- 
lustrated by the Standard Oil of Cali- 
fornia series on “Standard Engineer’s 
Case File” of lubrication difficulties 
overcome by analysis and specifica- 
tion . . . and many others reporting 
how problems in the field were solved 
in laboratories and on drawing boards. 
Next month, Mr. Sawyer will 
discuss what to do in other situations 
in which the prospect is reluctant to 
do business with your company. | 


Trends 


| CONTINUED FROM Pace 16} 





vorable third quarter shipments may 
mean that glass container manufacturers 
will be able to operate during 1949 ata 
rate comparable to 1948. In any event 
the outlook is materially improved. Raw 
materials no longer plague the industry 
to the extent of limiting desired pro 
duction. With soda ash production re 
maining reasonably steady during 1948 
and glass container production show 
ing an estimated 10° decrease from 
1947, an adequate flow of this basic raw 
material should be maintained throug! 
out 1949. This reduction of the spread 
between glass container production al 
soda ash production has greatly eased 
the raw material situation. 

The large expansion of production ta 
cilities that took place in the glass con- 
tainer manufacturing industry 
mediately following the close of the w 
excepting for a slight further expans! 
on the west coast now in progress, se 
to have come to an end. In all probability 
in the immediate future, the industry 
will devote itself to adjusting or digest- 
ing this increased production capac 
While this may entail some slight | 
duction shifts between plants, it shor 
have no material effect on the pres 
outlook.—G. O. Manyprnny, Managing 
Editor, Packaging Parade. 
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q Newspaper Billboard =F 
| CONTINUED FROM PAGE 54] AS CALL 4 
c ; e 
l- variety of appeals. We specified to Q 9] ,, 
c the editor that the space was not to wks FOR THE 
~ be used for political, religious or per- 
sonal purposes. —-? J U fA d @) 


7% 


The editor was to be the sole 


Ka + 
$ 






judge of how frequently the Com- 


. SS 
y munity Billboard appeared as well as | AN 


the size of the space. A disclaimer 


*A Billion Market 


clause set in the logotype in small type oo hi ff 
Y absolved the company of any respon- You CO sh}! mo, (4/ 4 
0 sibility for statements appearing in - 
0 the space. ; The Staff of THE PAPER INDUSTRY and PAPER 
3 1. We agreed with the editor to : PAPER INN WORLD is working on the final stage of com- 
° use, within the year, a certain speci- ' piling the 1949-50 PAPER AND PULP MILL 
k fied amount of space which was ac- \ CATALOGUE and Engineering Handbook. The 

ceptable to the plant manager and his 2 P | LP 4 editen will be closed Mey Blt — co we 
d budget committee. " urge you to RUSH YOUR RESERVATION NOW 
. In the two years that the plan has 4 and follow with your copy as soon as possible. 
I been in operation, the Billboard has P CATALU Don't miss your best bet for getting your share 
1) given threefold satisfaction. The R of the $4 Billion Market. Have your product 
town has tangible os that the 3 infecmetion en the desis of Men whe bey ood 
7 company is interested in all activities specify. Give them quick correspondence-seving 
: for community betterment; the edi- : ENGINEERING HANDBOOK Secktis aelecacaen sake Gaee aeae ae 
2 tor 1s assured a small but steady in- 4 nil "inside representation" in every operating Pulp 
come from the space contracted for : 10] A) . | end Paper Will a the U. $ end Coneds. 
* and also Is spared the difficulty of : ld Gu Act Now! Send catalogue deta — 1 - 2 - 4 

refusing free space to many worthy J 
y or more pages or catalogue inserts. 


community enterprises; and the com- 


: pany is getting a working public re- - CLOSES MAY 31° 


lations program which for timeless, 


il community interest. low cost and OVER 3,000 Distribution of over 3,000 copies of the CATA- 


us freedom from detail can’t be beat. LOGUE to include every operating mill in the 


COPIES OF U. S. and Canada will be made in September. 







































le fee > 
How do the pe opl affected by th You get DAILY year ‘round sales contact with the 
plan feel about it after a “ THIS BASIC Industry's production executives, engineers, chem- 
trial? Factory management, which ists, purchasing agents, etc. This is the last call 
pays the bill, is satisfied with the re- SOURCE eB ata pr Diacg, gy reservation 
a a ay age has re- i ay st is c osing date. Make sure you re 
its. The factory —- ‘ BOOK included . . . it's the Best Prestige and Sales in- 
ceived letters of thanks from grate- surance you can buy in this rich market. 
ay in organizations which appreciated It's the best “backer-up" for your direct-mail and publication advertising . . . and 
rs the use of the free space. Our tactory stays on the job constantly! Be there when buying decisions are made... the 
publicity contact man says he is con- cost is small . . . the results are great! 
uM stantly receiving favorable comments ] . J 
lrom individuals and organizations. RUSH CoO o=[f) f M O f 
from ind polation PY—Don’t Miss Out! 
[he editor reports that the Bill- 
board is so popular that at times he 
r has had as many as four community FR lT7 al BLI CATI 0 N S ; N C : 
enterprises on the waiting list for the 
e. What he does is to pick out for 99. EAST VAN BUREN STREET CHICAGO 5, ILL 
iW lirst choice the one which to him 
seems most deserving. Further, he re- 
5 : SAVE OIL TRADE MEDIA 
ports that a taxi company in a neigh- Oo P T I V I S E | me VE ON acership_ surves aE CCA oll 
1 . * - : ’ 
boring town asked if they could bor- apers. Impartial. To give multiple. orer-lapping 
row the idea to help build sood will GET readers to see what-when-as you want i custey is ene. Bee ly about July 15. Small 
“a their busin ea p thap th —_ . -_ — impact ag —- ‘ e for details 
0 - Ssiness, too. e aps e ayout formula: art plus eye-science irmai 
ide ill | o | “k f , | —- | your ad plan headaches to the studio of LESLIE BROOKS & ASSOCIATES 
i Will do good wor or other aa- Oil Field Research Specialists 
Vertisers in their plant and community AD SCRIBE * NORTH CANTON 6 Oh0 McBirney Bldg. Tulsa, Okla. 
. ¢ 
relations programs. This man has the psych prof’s books, the artist's 
n or another ] yf 7, touch, the soalesman’s slant. Works fast from 
ole Pp Gn of community minimum notes. Does keen layouts for industry ~ 
relations. see page 58. | adv. mgrs. who KNOW but can’t spend big dough 
\ : 5 years agency creative experience. Write now 
y ' 
: Newsweek’ Promotes Cunningham Abeutien tien 
John P. Cunningham has been ap- MARKETS AND MEDIA tenn and Editorial Use 
Pointed manager of the New York ad- For detailed facts on 87 industrial i ee 
i Vertising sales staff of Newsweek. A and trade markets, and the publica- a HOTO-RE ponming SERVI 
t staff member for the past seven years, tions serving them, refer to your copy PARK PLACE —— 2," 
be £.. ; i. "v7. of Industrial Marketing's Market Data 
g rmerly was with the New York Beg < aes fhe 
Times and New York World Telegram < 
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each ad is too much alike, if persons 
can note that this is the advertisement 
of so and so and then immediately de 
cide they do not have to read it, then 


Problems 


|CONTINUED FROM PaGeE 22] 





list of many of our lines to be perhaps you are overdoing it. 
nailed up on factories bulletin An authority on industrial copy ad- 
boards to keep the different items vises against series and urges that 
be — ee meee a sg — each advertisement stand on its own. 
yuyers, Our salesman thinks some On the other hand, we believe strong 
buyers will object to this. Also we ‘ . 

ly in a family resemblance; but we 


need to do a selling job to the farm- 





also believe that every advertisement 


ers since many farms are getting 

BROWN BREAD... electric power. Moreover, we need should have a newness and freshness 

AND BRIDGES to reach shop foremen and mechan- about it that will attract readership. 

; ics since they influence the source Your agency should be quick to 

F you haven't yet tasted steaming of many supplies. seize any timely, newsy change in the 

oe “ nse ate ey The management of the business market, change in your product, or a 

oston, Fortiang or Barre recipe], s plz ing to use radio advertising. ? . POE, Ta a ; ° 

sidua ah aan eaaeane — : - pnts ing. ( a in buyers rey sey nal a 
to you. . . And New Englend’s prove the usefulness of this medi- ae -Sfama ng ana a esleare | 
bridges are nearly as famous as um. We are in favor of a strong different advertisement. But if they 
her Saturday night brown bread direct mail campaign. We did not are not inclined to take this advantage. 

. In New England Construction mean in our last letter that we are you should be quick to seize it, for 
4500 readers study proposed going to adopt a superficial slo- here’s a chance to increase readership ( 
bridges and those under construc- gan. What we meant is that we many times. Changes that provide r 
tion. . . And they read all about need an institutional slogan which news that vou can use to vour ad I 
the equipment used in this bridge will be repeated over and over about vantage in advertisements come in + 
building and in the approach the age, prestige, quality of service BY Ha enoush ds. ie ‘a with the H 
roads and efficient management of the , eect = ; H 

newsy information ad that your cus 


business. However, we are all open 


minded ond ous viiliee tp loom tomers and prospective customers will I 
Mes , é ‘ g arn. . 
If you have suggestions or case want to read even though it may re- L 








examples of promotional plans of quire a broken schedule and a little M 
CONSTRUCTION industrial distributors, mill and overtime. M 
755 Boylston St. supply houses and the like your M 
Boston, Mass. assistance will be greatly appre- Three Ways to Focus Ads N 
ciated.—ADVERTISING MANAGER : On 

“ We have a broad line. Our sales 














- ~ | doubt if it will generally pay you to manager is most anxious that we ad- « 
address your direct mail to farms but vertise almost everything in every Si 
undoubtedly the farm cooperatives advertisement. Consequently, out Sci 


WHAT le) 4 have enough concentrated buying advertisements seem to have no al 
focal point of interest, and I am . 


power to prove good prospec tive cus- 


tomers. Your ide ~a of using a large = we are wasting Bal 
. an you give me a lLttle am- 

card to be posted in the shop is not a tag i pte ag ‘ 

é' ; munition that will help prove my 
bad, particularly if you include some and still satisfy al 
lat: : } aaa point and stl satisty our sales E 
data on it that some shop customer! manager?—-ADVERTISING MANAGER = 
would like to ‘+h as decimal : 


have such Most recent studies tend to prove 


CERTHED BUYING POWER , equivalents, etc. that advertisements most seen and - 
Your salesman no doubt believes he read are those with one central point Am 
“A EAN 5 would have a hard time getting these of interest . . . a strong, interesting. ™: 
© posted in the right places, but with arresting illustration. a short. simple a. 
the inclusion of useful data he might headline and to-the-point copy. Fas 
agree with you. Perhaps you could get your sales EI 
 @ | te DI & ? Timely News Important manager to agree to feature one ma jor € 
iy uence & Gia Seoul teenies product in every advertisement. — nue 
agency. Advertisements are all pre- - understanding that _— woul ~ 
pared well in advance in series form, ring in a secondary product in a box PI 
MATI E RIALS and it certainly is grand and glorious or at the side. As you know, there are ¥ 
feeling not to have to worry about a number of ways of doing this: r 
deadlines. 1) Sketching a curled corner of rary 
HANDLI ele On the other hand my conscience the page and using the apparent Tey 
bothers me a little bit at times be- turned-up corner for a second prod- 


P cause occasionally the situation 
7 uct. 81; 
changes. There might be an oppor- 9 hh 
) A small, square box to set it 


tunity for a timely news type ad, but 7 





both the agency and I hesitate to aside from the other copy: rh 

Flow break into our series. As this is prob- 3) A marginal P. S. or by-the- T 

ably a common problem, have you any way piece of short copy, perhaps 4 

CLEVELAND 13, OHIO solution for it?—-ApVERTISING MAN- with the figure of some little com- ( 
AGER pany character speaking in balloon ~y 

AN We cannot be critical of an agency style or similar. 
INDUSTRIAL PUBLISHING CO that prepared all of your advertise- This secondary product must not St. 
MAGAZINE ments well in advance so that you will compete, but if cleverly done, cam F 
not have to worry about deadlines. bring a plus value to your ads with- 





However, if your series is too set, if out harming them. 
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Advertising Volume 


e | CONTINUED FROM Pace 94} Here’s the only publication serving 





Pr 
Pages * 
Trade Group 1949 1948 over 21 000 Electr cal Contractors 
d- 
Sheet Metal Worker *72 *81 5 t 
al Southern Automotive Journal 124 125 
n Southern Hardware 155 157 
‘ Sporting Goods Dealer 154 233 


2 Sports Age 56 79 The Electrical part of the huge $18 Billion Building Market 


Super Market Merchandising 4 = 
Vt arie Merch: liser 8 90 . 7 A a . Z ‘ : “= . 
nt Wood Construction & Build- u is the business of the Electrical Contractors. 75% of this 
ing Materialist BL Soe = ° ar 
= a market is in cities, towns and villages of less than 25,000 
otal 6,51 8,055 ; 
ip. population. 
a 1949 1948 
he ee: ee They buy. specify, install and control the use of your 
a \dvertising Age (w.) : | 
~ (10% x14) 212 210 products. 
‘ill American Funeral Directo1 *79 “73 
American Hairdresser i8 68 na . . . . . ° 
nd (merican Restaurant 91 8151 The Electrical Contractor is one of today’s most under- 
ey Banking (7 x 10-3 16) ; »8 62 ¢ 
he Casket & Sunnyside 8 8°70 rated, undersold market a market that demands the 
as (hain Store ge 
, Fountain Restaurant a ea P a ae . - . _ ai. a: s 
for Pameiieatleme 29 49 greatest adve rising power you can concentrate to get a 
Ip Cleaning & Laundry ° e 
| , World 1 17 substantial share of it. 
cae Dental Survey 102 109 
Fountain Service 60 56 nw . = . P 
ad Hospital Management 69 78 lo get more sales in 1949—Sell the Electrical contractor— 
in Hotel Management 87 98 : : : ; : 
he Hotel Monthly 6 18 Sell him through his own publication 
ue Hotel World-Review 
(w.) (9% x 14) *45 *45 


il Raees! of tee dae 2 CONTRACTORS’ ELECTRICAL EQUIPMENT 


Journal of the American 


re Medical Association *§*381 **300 
Laundry Age 70 88 s 6 _ ‘ 
ttle Medical Economies i ne @ Advertising Units—1/9th, 2/9th and 4/9th 
(4',x6 y) g 2 
Modern Beauty Shop 71 102 a ws td age 
Modern Medicine (4 x 10 page Se 
(semi-mo) 114x6%) 144 131 saad a 
Nation's Schools 86 z @ Advertising Rates—$100.00 per 1/9th page on an 
Oral Hygiene = 5 
; (4-5/16x7-3/16) 133 132 ie ical 
Restaurant Management 70 112 annual basis. 
: Scholastic Coach 13 12 
School “utive ’ ‘ Lor 
edd gn + - es ® Color Second color, Red $125.00 per 
l School Management ° . a20e2 
; (91ex11% ) 23 29 insertion, $175.00 on a spread. 
What's New in Home 
i Economics 68 93 
rotal 2,388 2.518 Closing Date for June — May 25th. 
) 
\ 


rene 194591948 CONTRACTORS’ 


American Automobile 














ove rverseas edition) 110 71 
| American Exporter 
anit two editions) 175 228 
yint American Exporter Industrial a 
two editions) 135 6 Published by Sutton Publishing Co., Inc. 
ng, a = 4 Publishers of ELECTRICAL EQUIPMENT and METAL-WORKING EQUIPMENT 
iple El Embotellador 32 38 60 East 42nd Street o New York 17, N. Y. 
he ge rey a on Phone VAnderbilt 6-3931 
cienda itwo editions) bo 22 
ales ~ ogg See aS H 3 Chicago 1, Ill. Cleveland 15, Ohio W. Hartford, Conn. Glendale 4, Calif. 
1or Construccion , : G5 65 307 N. Michigan Ave. 1501 Euclid Avenue 11 Westland Avenue 544 W. Colorado Bivd. 
vith Ingenieria Internacional Financial 6-2786 Tower 1-1948 Hartford 32-7447 Chapman 5-2350 
Industria 91 101 
uld McGraw-Hill Digest 83 17 
Pe leo Interamericano 54 75 
OX Pharmacy International 21 22 = 
ire Revista Aerea Latino- 
; ericana 816 §34 
Revista Rotaria 7 7 
- of Spanish Oral Hygiene 
0 5/16x7-3/16) 50) 36 
rent lextiles Panamericanos 63 64 FOR DETAILED INFORMATION ON 
‘od- Total 1,152 1,215 
Raciodes custeraen tegee 87 INDUSTRIAL and TRADE MARKETS 
t it ‘Includes classified advertising. an eee 


x 10 units, sold as pages 
Estimated 
r) 


1 e issues 
the- ‘Four issues SEE YOUR NEW 
ips Fiy issues 


AVIATION MAINTENANCE has been 


om- changed to AVIATION OPERATIONS 
oon ~ : The above figures must not be quoted 1949 MARKET DATA NUMBER, 


produced without permission. 


nol Bf St. Jules New ‘Fi "A. M. 
can f wth “218 sense oo Edward H, INDUSTRIAL MARKETING 


» °° ° 
vith St. Jules as advertising manager, with 
feaiquarters in Chicago. 
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Measure Results of Advertising 


| CONTINUED FROM Pace 49] 


spent on literature, postage, handling, 
etc., on returned mail. 


External House Organs 


\. Offer items not ollered else 
where. Trace your house organ’s ef 
fectiveness in the same way you trace 
the effectiveness of any sper ific busi 
ness paper. 

B. Include return post cards to in 
dicate desire to continue on mailing 
list. If you are doing a good editorial 
and circulation job you can show 
effectiveness through high interest. 

C. Sell it? In some cases it can be 
done. It can be done when the ma- 
terial contained in the house organ 
is of great interest and value. In any 
event, it pays, | am convinced, to put 
a price on your house organ for any 
circulation other than that of your 
own selection. 

D. Sell binders. Want to find out 
how well your house organ is re- 
garded? Sell permanent binders for 
it at cost. If its good enough to save 
vou can sell a lot. we've found. 


Exhibits and Trade Shows 

A. Get complete costs. Your costs 
should include not only displays, 
space, erection and samples, but also 
salesmen’s travel, entertainment, sala- 
ry for the period, etc. These you'll 
probably fight to keep out of adver 
tising department expense charges 
but you really ought to know how 
much shows cost. Our experience is 
that this is one of the hardest com 
ponents of our budget to properly 
evaluate, but that management often 
is more willing to spend money here 
than elsewhere. It's my _ personal 
opinion that darn few companies 
know how much they are actually 
spending per show, or per useful 
contact, and that if as and when they 
ever do, a big readjustment is ahead 
To evaluate 


visiting your 


in the exhibit business. 


costs, count people 
booth, or people talked to. This is a 
fac tor to use in relation to costs. 


B. Analyze 


Compare costs per inquiry with in 


literature requests. 
quiry costs obtained through other 
methods. The catalog registration 
method is the best. we think. 

C. Sell something. With some 
but not many—products this is im- 
possible. You'll be surprised, though. 
if you analyze it, how many possi- 
bilities there are. If you have hand- 
books, technical guides, or the like 
for your industry. they would have 
at least a nominal value. Good “how 
to” literature is often saleable. Per- 
haps it is worthwhile to prepare spe- 
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cial literature to sell at shows. Here 
is another place where you may be 
able to sell attachments on the spot. 


Publicity 


Our experience indicates that no 
one in the organization outside of the 
advertising or public relations de- 
partment has any idea how much 
public ity is obtained for the compa- 
ny. To combat this we now regularly: 

\. Route new publicity clippings 
to executives once a month. We 
used to send the clipping book 
around: one of our divisions has re- 
cently come up with a better idea 
a new loose-leaf publicity clipping 
book file and the sheets of new pub- 
licity obtained during the month are 
now routed. We are careful, by the 
way, to get even three-line catalog 
briefs into our publicity files. 

B. Record inquiries from editorial 
review of new products and new bul- 
letins. The same principles apply 
here as in the handling of inquiries 
from advertising, but they should be 
segregated. One of the recent by- 
produc ts of ou follow-up of these 
editorial mentions is that we have 
started a campaign with the editors 
of a number of business papers to 
improve the editorial treatment of 
such news items. We're getting sufli- 
ciently interested in getting maxi- 
mum returns so that we no longer 
think its amusing that many busi- 
ness papers assign their newest and 
most inexperienced, or oldest and 
least interested, editorial assistant to 
the preparation of catalog and new 
product reviews. 


Catalogs 


Budgets studies in typical indus- 
trial companies show that expendi- 
tures for catalogs may take from 5 
to 35° of the total budget. They 
therefore must be expected to pay 
definite returns. Here are a_ few 
ways we try to see that they do. 

\. Aeep your own catalogs up to 
date. 1. Keep a record of catalogs 
issued and make check 
against sales call reports to determine 


periodic 


adequacy of coverage. 

It's a tough job to keep up-to-date 
catalogs in the hands of industrial 
buyers. Salesmen aren't too good 
about seeing that prospects called on 
have catalogs. If you keep records 
of catalogs issued and then check 
against sales calls periodically you 
are in a position to remind salesmen 
that such-and-such a prospect needs 


catalog information. If you follow 
some such system, you'll also be in 
a position to report to your manage 
ment, that “our catalogs are in th 
hands of 90° of the prospects and 
customers our salesmen are seeing 
so that field sales effort is backed uy 
with ordering information.” 


2. Review orders and requests Jo 
quotations to make sure that catalo 
data is presented clearly enough fo 
easy ordering. A careful stud 
in one of our divisions brought about 
fundamental changes in our catalog 
preparation, and the sales order di 
partment reported that order re-wril 
ing. customer correspondence and 
mistakes had been greatly reduced. 


3. Include tear-out sheets and cards 
in your catalogs. 


a. For ordering. Sears and Mont 
gomery Ward have done this for 
vears. It works in the industrial 
field, too—as a matter of fact many 
companies now put several order 
forms in each catalog. This is an ex- 
cellent way to prove that your cata 
logs are—or are not—working. 

b. For quotation requests. If the 
product can be ordered only on the 
basis of specific quotations based on 
use data, include the sheets to request 
the quotation. The same thing will 
be accomplished as in the case ol 
order sheets. 

c. For catalog criticism. Catalog 
editing, except perhaps for layout, is 
in its infancy and has been slighted, 
| believe. Include a sheet to let the 
customer tell you what he wants in 
a catalog. Give him the opportunity 
to blow off steam constructively 
when he is looking for a product or 
data on a product in your catalog 
and can’t figure out how to find it. 
Our market research department is 
constantly being given assignments 
which involve looking into some 
competitive products and what a ter 
rible time the boys have figuring 
them out. The company that wrote 
the catalog thinks it’s crystal clea 
but all too often it’s only a book ol 
riddles. Yours—and mine—are prob 
ably in the same class. 


B. Check publishers’ catalog files 


1. Include inquiry card in your 
catalog. In your section in the fil 
include a postage paid card making 
it easy to ask for more information 
In most cases you won't be catalog: 
ing everything in one of these files so 
including a card makes sense. Or. 
we have also stepped up returns by 
putting in a postage paid card by 
which a customer requested a bulle- 
tin on a product brought out or re 
vised after the catalog file wen! to 
press—a last minute addition. This 
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will give you an opportunity to check 
usage. 

2. Appraise reduction in distribu- 
tion of your own catalogs to industry 
covered by publishers’ catalog files. 
lf the catalog file is really used, it 
should permit some reduction in your 
own catalog distribution costs. If all 
it is doing is giving you duplication, 
it is of little value. 

We have found, for example, that 
when we bound a reasonably com- 
plete catalog of one of our divisions 
in a file distributed in the oil fields 
our catalog requirements for that por- 
tion of the oil industry dropped 
measurably. However, binding a simi- 
larly complete catalog in another file 
in a different industry had no ap- 
preciable effect on distribution of our 
own catalog, indicating duplication 
or waste circulation. 

3. Add special suffixes to figure 
numbers listed in catalog files. If you 
want to check publishers’ catalog 
file effectiveness, use suffixes to iden- 
tify product listings in that particu- 
lar file. Orders are easy to trade 
then. 

lL. Check usage through field calls. 
Most progressive advertising man- 
agers these days manage to get in at 
least a few weeks a year in the field 
making some sales contacts with or 
without salesmen. Our advertising 
managers always check catalog usage 
on those calls. We have used our 
market research department on this, 
too. This, by the way. is one of those 
things which can be checked inci- 
dentally to other advertising analysis 
at little or no additional cost. 


Point of Sale 


\. Mail queries to dealers on value 
pieces sent out. After a counter or 
window display has been distributed 
to dealers, send out a mailing to fine 
out if the display was set up, where 
in the store, for how long, etc. If 


ir material is good, you'll get some 
quotable replies from dealers to justi- 
ly the expenditure. 

6. Make personal photographic 
survey of use. Follow up distribution 
of point-of-sale material with person- 
il camera visits in test sample areas. 
Get some pictures to show your man- 


agement—and to show other dealers. 


. Require sales call reports on use. 
In many cases you can require your 
saicsmen to report on usage. If you 
ha\e a large dealer organization, make 
provision for salesmen’s call reports to 
report status of display material for 
every call. Floor space rental values 
can be arbitrarily assigned to each 
dealer and the value of the exhibit in 
doliirs roughly computed. How many 
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Reach Your Prospects Direct... 


Your salesman's time is valuable— 
not to be wasted. More than likely 
he predetermines the importance 
of his prospects in order to make 
his efforts most productive. That's 


Strategic Selling. 


The same Sales Strategy should be 
employed in your business paper 
advertising in a paid audited pub- 
lication, MILK PLANT MONTHLY 

. . which has served this 7 Billion 
Dollar Industry for the past 38 
years. 


MILK PLANT MONTHLY is no 
“give-away” publication. Its sub- 
scribers invest their time — and 
money — to read it — year after 
year. 


Paid subscriptions and renewals 
indicate a reader audience that 
has found the editorial appeal of 
this publication to their liking. And 
these men are top ranking officials 
and key men in the industry's lead- 
ing milk producing and processing 
plants. The men who buy and 
specify—the men your Salesmen 
call on. 


Avoid guesswork and waste—con- 
sult your advertising agency or 
write direct for factual informa- 
tion. Make A.B.C. reports your 
starting point when you buy ad- 
vertising space. This way you 
buy RESULTS! 


A. B. C. Audited Since 1929 





Milk Plant Monthly 
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This Emblem Means 
IT‘S EASY FOR YOU 


to Get Media and Market Data 


FOR DETAILED 
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When you see it in the advertisements of business publications—in their 
promotion copy in folders, on blotters, in circulars—you are being 
reminded that the publication has filed its complete reference data in The 
Market Data Book Number. It means you can find facts on the publication's 
editorial services, circulation, influence, market stud:es, and similar 
information, adjacent to complete data on the market it serves. 
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Three Important Points for 
Construction Equipment Advertisers 


When the product you are advertis- 

@ ing has to do with the design, mix- 

ing, transporting, handling, forming, 

placing, finishing or curing of concrete, of 

precast concrete products, or ready-mixed 

concrete—then these are your only real 
customer prospects 





2 The contractor who does concrete 
@ construction work 

The concrete products manufacturer; 
The ready-mixed concrete producer. 


And CONCRETE is the only publico- 
@ tion that gives you effective and 
wasteless coverage of all three. 


aa Write today for complete informa- 
tion and latest circulation figures. 


CONCRETE PUBLISHING CORP. 


1937 DAILY NEWS BLDG. CHICAGO 6 








dollars, worth of free display area you 
get determines the effectiveness of 
each point-of-sale piece. 

D. Sell it. Selling point-of-sale 
material isn’t new. Success depends, 
we think, on two things: How good 
the material is, and how important 
any point of sale material is to the 
type of dealer you are using. We have 
in some cases been successful in 
recapturing actual cost of displays, and 
in others we have got back half the 


cost. 


General Tips 

You may now wonder if what I’m 
suggesting isn't going to require too 
much record keeping, and also if it 
doesn’t involve pestering top man- 
agement with details in which it has 
little interest. 

Our company, as | have said, is 
diversified by products, and our di- 
visions are diversified by size. Yet 
the same requirement that results be 
measured is applied to all. The record 
keeping required would be considered 
perfectly normal in the production de- 
partment; it is also required in the 
advertising department if results are 
to get past the “we think we're doing 
well” stage. Of course it all depends 
on how you use the records after you 
collect them. 

On this business of bothering 
management too much, | think a lot 
of advertising managers kid them- 
selves. They duck management con- 
tacts because they feel ill-equipped 
to describe their program. With 
factual results you can court man- 
agement contact with confidence. 
Most managers want to know much 
more about the important details of 
the operation of their companies than 
their assistants are able or willing to 
provide. 

By way of summary, | make these 
recommendations: 

l. Keep adequate records. When 
you are questioned, be in a position 
to bring written evidence based on 
your Own companys experience in- 
to the discussion. 

2. Make written monthly reports 
on the department's activity. These 
regular reports should summarize 
what the department has done during 
the past month, what it is doing, what 
it plans to do, and what it would 
like to plan to do. Copies may very 
well go to the president, sales man- 
ager, treasurer or comptroller and 
others. In some of our companies, 
we think the chief engineer and di- 
rector of research should know about 
it. 

3. Make special reports. Don't 
count only on monthly reports. Spe- 
cial reports on subjects of executive 
interest are important aids to man- 























A DETROIT MANUFACTURER DID! 


100,000 duplicate photos seems like o 
lot of prints and it is With our 
facilities for quantity production of 
quality work, it presented no problem 
ot all Let wus quote you on your 
multiple print requirements. We also do 
color process prints ond transporencies, 
blow-ups, photo-murals, and advertising 
cutouts Information upon request 
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OF GHane Barrios 







WEST-DEMPSTER CO. 
WATERS EXHIBIT BLDG., GRAND RAPIDS, MICH. 

















You can do... 


A BIG JOB 


in the Baking Industry 
AT SMALL COST 















($120 per page) 






BAKER'S DIGEST Circulation is 


Concentrated 


among those 4000 or more bakeries 
responsible for 80% of the ENTIRE 
Purchasing Power of the Industry. 
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agement planning. For example. ° . 

starting w ith Brad-Vern and sae The Super-Market In the y of America’s Industrial Future 
up, we prepare analyses of competi- 
tors advertising and make estimates 
on their advertising expenditures. 





1. Read sales call reports. Busy 
as you are, find time to read occa- 


sional sales call reports yourself, and Speaking 
if your department is large and spe- of the HUGE 
cialized, see that someone reads them , 

Toga omeone reads then Construction Market 
with fair regularity. Know what's 


going on saleswise, and you'll see 
many evidences of advertising carry- 
ng its weight that ordinarily slip by 
without notice. Be ready and able 
to claim credit for the profit dollars 
produced by advertising. 

5. Know unit costs. Know your 


costs not only in total—but in units. Here's How to be 


Know how much each catalog costs “LOCALLY” Represented 
per copy, each ad per reader im- throughout the Lower 
pression, each inquiry. Put your Sestesinnt Vallova 
costs on dollars or cents per item. meened 7 
McGraw-Hill says it costs $6,300 on THE MOST INTERESTING NEWS 
the average to keep an_ industrial IS LOCAL! Construction news of 


salesman on the road (that seems the Lower Mississippi Valley, 

closely knit region, is local news 
low) and that he makes an average *, CONSTRUCTION NEWS 
of 976 calls per year costing his com- MONTHLY, its regional paper. 
pany $6.50 per call, while the “Local” pictures accompany many 
stories. Hence vivid reader interest 
among the contractors, engineers, 
architects and public officials con- 


same amount spent on direct mail 
will get 50,000 contacts at 12.5 cents 


CHICAGO TRIBUNE 
Jan. 20, 1949 


per contact. and the same amount cerned with construction. 
spent on publication advertising will You can be represented locally by putting your sales messages in the one big con- 
get 440,000 primary contacts in the struction paper your prospects read, or backing up your local distributors. If you 





general industrial categorv at a cost want to sell to this great construction market, advertise in CONSTRUCTION NEWS 


—— , MONTHLY—the 15 year old book reaching over 6000 interested readers. 
—_ of 1.4 cents per contact. Interesting, 


but that’s the average, not your case. Send for list of 109 regular advertisers, 
: copy of journal, and complete information. 


ELE Flap CONSTRUCTION 
NEWS MONTHLY 


But the most important gain of all, 
if you start trying to prove that 
every part of your advertising pro- 
gram is paying its way, you'll find 
that some— maybe much—of it isn’t. 
It won’t be your management that 











will tell you. You'll tell yourself. Reporting 
We did. , CONSTRUCTION ACTIVITIES 
NBD In Oklahoma, Eastern Missouri, 
Arkansas, Western Tennessee, 
Copy Chasers name Mississippi and Louisiana 
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LITTLE ROCK, ARKANSAS 
; space being used for more detail on 
the specific workings and advantages 
of the Power Pack. 


TF 





Coming in June 


| 


lf we haven’t succeeded in confus- 
vou vet. stick with us until June 


we probably will. We'll dig | §7 INDUSTRIAL AND BUSINESS MARKETS 


deeper into this Advertising Research 
Foundation Study . . . and then see and detailed media presentations of over 
i! we can dig ourselves out. 

vd | 


For new information on 





‘lease don’t mistake anything said 200 PUBLICATIONS 


so lar as antipathetic to this study. 
Juite the contrary, we welcome it 
and succeeding studies with loving MARKET DATA NUMBER 
arms. We need everything we can get 
on readership if ever we are to find INDUSTRIAL MARKETING 


out if we are earning our keep as 


see your copy of the new 1949 edition, 








creators.—The Copy Chasers. 
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THIS. IS 
pinkie ~ 
but do you 


know what’s inside? 


Thousands of plants like this may be 
seen throughout the nation. Because 
of their distinctive architecture, you 
probably know they ure used for 
“milling” grains and oilseeds into a 
multitude of food products 

But do you know what's inside such 
a plant? 

If you sell motors, materials han- 
diing equipment, conveyors, belts, 
dust collectors or other auxiliary 
production items—the food mill sec- 
tion of the food industry offers a 
reat market Learn what's inside 
these plants .. now! 
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National 
Miller Publications pro- j 
| duces the food mill industry’s lead- 
ing advertising media. Send for mar- 

r ket and media facts—today. Address: } 


AMERICAN MILLER: PROCESSOR 
CONSOLIDATED CATALOGS 






FEED TRADE MANUAL 


330 SO. WELLS ST... CHICACO G6/LL. 





Only SOO Firms 


Don't Subscribe 
to BEDDING! 


BEDDING reaches all but about 
800 bedding manufacturers — and 
they account for less than 10% of 
the industry’s volume! Those big- 
ger, better, bedding factories that 
produce more than 90° of the mat- 
tresses, bedsprings, ete.. are con- 
sistent readers of this—THE ONLY 


BOOK in the field. 


FOR DETAILED Send for material 
REFERENCE DATA that will awoken you 
+ — to a tremendous mar- 


ket if you are not 
familiar with it. 







Marat Data 
Boox Numser 


MERCHANDISE MART, CHICAGO 54 
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Employe, Public Relations 
| CONTINUED FROM Pace 58] 


do a whole lot to cement good com- 
munity relations by letting the local 
press and radio station know what 
it’s doing. Even an expert in public 
relations cannot always predict too 
accurately what a newspaper or news 
caster will accept or reject, but he can 
supply the material. 

One progressive development along 
these lines is occuring in Peoria, Ill. 
Here, at the Keystone Steel & Wire 
Co., a program of good industrial re- 
lations has been broadened to become 
a program of good public relations. 
The news isn’t big news, but it’s news, 
and the press and radio so regard it. 
They use it, and are grateful for it. 

Here’s the pitch! Back in January, 
Keystone started something new in 
recognizing employment anniversa- 
ries of its veteran workers. Service 
pins are now presented by depart- 
ment foremen to men in their own 
group. The plant photographer gets 
a picture of the presentation, which 
is then printed in triplicate and 
posted at the main gates on the bul- 
letin boards as the “News Picture of 
the Week.” The picture remains 
posted for only that one week. With 
more than 300 employes in the Key- 
stone plant with 25 years service or 
more, the picture postings are fair- 
ly numerous. One of the prints is 
autographed, framed and_ presented 
to the employe, and a duplicate print 
goes to the foreman. It goes without 
saying that the posting on the bulle- 
tin boards and the presentation of the 
print make a great hit with the em- 
ploye. 

Keystone figures it’s good industri- 
al relations, which it is. It also has 
figured that the press and radio 
would be interested. which they are. 
So a news release goes to the news- 
papers and radio stations in the area. 
and while they don’t use every item. 
in many instances the news is picked 
up. Naturally the employe whose 
name is mentioned doesn’t dislike the 
publicity he gets. 

Nobody needs a course in public 
relations to discern that this two- 
edged program has high potential 
value in selling the community on the 
fact that Keystone must be a good 
place to work, or so many wouldn't 
have stayed so long. 

Community Relations Director Lou 
Hesse of Keystone has reasoned for 
a long time that much of what goes 
on inside a plant is of interest to peo- 
ple on the outside. This is only one of 
several programs involving internal 
and external relations which he has 
developed at Keystone. The result is 


that the company every day becomes 
better known and better liked in the 
community where it does business. 

|For another case history of com- 
munity relations that pack a wallop, 
see page 54.| 


Word of Caution 

As a couple of people who are on 
the receiving end of a mass of hand- 
outs. we think a word of caution is in 
order. To the old heads in the busi- 
ness, it’s old stuff, but a reminder 
won't hurt: Watch the quality of the 
story. The material that comes across 
the average editor's desk under the 
guise of industry news is enough to 
melt down the waste-basket it’s 
thrown into. Editors dealing with news 
on the large topic of employer-em- 
ploye relations have a right to expect 
that the material will have a legiti- 
mate news twist; that it isn’t a warm- 
ed-over speech on the beauties of free 
enterprise somebody delivered a 
whole lot better two years before: 
that it isn’t the outline of a program 
in prospect, so described that the 
reader is led to believe it’s a program 
successfully in effect. 

The rules are simple. It’s just a 
matter of keeping them in mind. 


IN THE WIND 





Picture Gallery 

For some years Esso Standard Oil 
Co. has made available to editors and 
others excellent photographs relating 
to petroleum and its uses. The com- 
pany reproduces the pictures in mag 
azine form: you write in for what 
you want. The service is well worth 
while, at least from an editor's point 
of view. and it makes friends for Esso. 

Recently United States Rubber Co 
instituted a similar plan—the first 
release features foam rubber. ou 
might not have any use for it today 
or tomorrow, but it’s hard to tell 
about the day after. Furthermore, di- 
rectories like these often give an edi- 
tor a new story slant. Ref.: Public 
Relations Dept., U. S. Rubber Co.. 
1230 Avenue of the Americas, ‘New 
York 20). 
Labor-Management 

Industrialists who joyfully noted 
the death-knell of wartime labor 
management committees have com 
menced to note that a form of re‘ ival 
is in process. American Management 
Assn. last month issued a major re 
search report- “Greater Productiv! 
ty Through Labor-Management Co- 
operation.” AMA doesn’t necess:ril) 
endorse all or any of the programs: 
it merely reports what's going 0D. 
Students of industrial relations © 
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even those sitting in the managers 


“we chairs, can afford to take a peek, just 
he to see what might be in the wind. 

Ref.: Edward K. Moss, Public Re- 
a lations Director, American Manage- 
Ps ment Assn.. 330 W. 42nd St., New 

York 18. 

Photo Releases 

The question of securing photo 

ae releases for editors of both internal 
ind external company publications 
z has long been a vexing one; last 
wi month one editor set out to find out 
“ what the score is. Though inconclu- 
= sive, the report issued by (Quaker Oats 
wr Co. (through employe publication 
-_ editor Mary Osborne), prov ides some 
“s euideposts. 
ne Generally, editors of internal pub- 
_ lications are less likely to request per- 
a mission of the subject than editors 
rar of externals. Legal interpretations 
od vary. but the sentiment is that an em- 
- ploye publication is not normally re- 
oo garded as advertising, hence no re- 
la lease is necessary: that the external 
ea is per se an advertising medium, and 
— therefore it’s safer to get the release. 
the \dvertising people and editors might 
am 


wish to contribute their ideas to this 
forum. Ref.: Mary Osborne, Quaker 
ta Oats Co.. 141 W. Jackson Blvd... 
Chicago 4. 


Burton E. Hotvedt, former regional 
business manager, Chilton Co., Phil- 
adelphia business paper publisher, has 

ned Klau-Van_ Pietersom-Dunlap 

Oil \ssoc.. Milwaukee agency, as account 


A Hotvedt Joins Klau-Van Pietersom 


} f cutive 


E 'U. S. News’ Opens New Office 





—_ .® Vews & i orld Report has ope ned 
pe: i new advertising sales office in the 
hat lames Oviatt Building, Los Angeles. The 
rth office will be managed by Roger O’Con- 
int nor under supervision of Frank B. 
sso Keogh, manager, San Francisco office. 
Lo 
irst ‘Illuminating Engineering’ Expands 
You llluminating Engineering, monthly 
lev publication of the Illuminating Engi- 
tell ne ng Society, New York, has been re- 
di. designed with a larger, 84 x 11! "” for- 
mat. replacing the former pocket size in 
= order to provide better display for edi- 
bli to content. 
..0.. “ 
New Coutlee Becomes Consultant 
Douglas W. Coutlee has resigned as 
d tor of advertising of Merck & Co., 
ited Ne York. He plans to operate his con- 
hor sultant service under his own name, with 
m ~ In New York. 
| will continue to serve as editor 
" ol Verck Report. 
ent 
re Sargent Joins Cresap, McCormick 
ivi ‘ sap, McCormick & Paget, New 
Lo- York management engineers, has ad- 
irily mit lohn R. Sargent as a partner. 
ms. Mi Sargent formerly was vice-presi- 
on. “ent. George S. Armstrong & Co., New 








Why 
ower 
quipment? 


Well, for one thing there was that 67-word, February an- 
nouncement of one new product which brought 116 in- 
quiries directly to us. 

For another, we know that every review in February, 
long or short, illustrated or just a paragraph of text, 
brought in an average response of 13.1 inquiries. 

How much do substantial leads from those who specify 
and buy generation, transmission and distribution equip- 
ment, installed service facilities and operation and main 
tenance aids cost you? 

Inquiries reflect readership. Readership is the worth- 
while factor you pay for in your advertising. In POWER 
EQUIPMENT you can get alerted attention for as low 


as $2.50 a thousand. 


It’s time to start using 


Power [quipment 


CLEWORTH PUBLISHING CO., INC. 
551 Fifth Avenue, New York 17, N. Y. MUrray Hill 2-5769 


DISTRICT REPRESENTATIVES 
Joseph Gilbert and I t J. Enright Gordon H. Gannett, Jr 
William B. Cowilich Union Commerce Bldg 612 No. Michigan Ave 


New York Cleveland, Ohio Chicago, Il 
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When you see it in the advertisements of business publications—in their 
promotion copy in folders, on blotters, in circulars—you are being reminded 
that the publication has filed its complete reference data in The Market 
Data Book Number. It means you can find facts on the publication's edi- 
torial services, circulation, influence, market studies, and similar 
information, adjacent to complete data on the market it serves. 
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24 fear EMSVER 
MARKET AND 


Because everything you need is packed between the 
covers of the INDUSTRIAL MARKET DATA BOOK, 


many hours—indeed, days—of valuable time may be 




















saved when you use it to build your business paper 
schedule. 

The MARKET DATA BOOK is the only reference 
source which contains basic statistical information on 
all industrial and trade markets plus detailed informa- 
tion regarding the publications which serve those 


markets. 
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Starch Reports 
CONTINUED FROM PAGE 35] 


ertising, that gave valves nine out 
if 20 leading spots in Chart 1, and 
five out of 20 in the more properly 
alculated comparisons in Chart 3. 

So let’s segregate valve ads. 
how one stacks up against another. 
Chart 4 shows how they compare 
ind Chart 4 is the first of the charts 
in this article that has really true and 
satisfactory significance, the first one 
really indicating whether a particular 
campaign is doing well—and hou 
well—and whether it needs improve- 
ment. 
Surprising Upset 

One interesting thing in Chart 4 is 
to see our old friends from Chart 1, 
“Valve Mfr. No. 1”, “Valve Mfr. No. 
* and “Valve Mir. 4° popping up 
1gain. In Chart 1. they were leaders 
percentages of 
readers noting them. Actually, they 
turn out to be a little below par, com- 
pared with other valve ads, in getting 


mong all ads, in 


“read most” per dollar of space cost. 

Valve Mfr. No. 3 is actually well be- 
low the average of all ads. Valve 
Mfrs. 1 and 4 are above par for all 
ads. but standard 


somewhat below 


or valves. on a cost basis. 

This is a clear and striking case of 
how proper analysis can show that 
the truth may be diametrically the 
opposite of what appears on the sur- 
lace. 

\nother example of surprising up- 
where the 
which 


sets is shown in Chart 5, 
two campaigns of “Mfr. 27,” 
showed up well in Chart 3, are com- 
pared with directly competitive prod- 
ucts. In Chart 3. it looked as if Mfr. 
No. 27’s steam turbine campaign were 
doing a better job than his air com- 
pressor campaign. 

When you 
other steam turbine and air 
pressor advertisers rated by Starch, 
however, you see that his lead in 
steam turbine ratings is rather slight 
over “Mfr. No. 21,” whereas the lead 
over other air compressor advertisers 
is tremendous (and this has remained 


with 
com- 


compare results 


tr month after month, we have 
found, not just in the very inade- 
quate sample of these two months). 


but even this is not yet enough. 
Our analysis measured valve, steam 
turbine, and air compressor ads prop- 
erly against each other. but only for 
a period of two months. No period 
so short can yield significant results. 
The Starch sample is so small, and 
the Power audience so complex, that 
minor variations in the sample can 
make important differences in results. 
S n weather. pressure of business. 


0 


and see 
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just order takers they need all 
the help you can give them to 
maintain maximum sales! 
Hard hitting advertising in the 
territory where over 25% of 
1949's engineering construction 
work will take place can give 
your salesmen an added punch 
in working with live, ready-to- 
buy prospects— insure a fair 
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tors, engineers and public offi- 
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—help your men do a more 
effective selling job. 
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position in the book, and many other 
factors. So we have: 
Vistake No. 4 
on too few reports. McGraw-Hill cer- 
tainly did not make this mistake in 
their booklet. They based their re- 
port on 18 consecutive 
Power. But many people do draw 
conclusions from one. two, or three 
reports. This mistake should be 
warned against, especially as this arti- 
cle has room to analyze only two 
issues of Power. 


Basic conclusions 


issues of 


For example, comparative perform- 
ances of valve ads should be carried 
on over a much longer period. We 
have done so, and have found, for 


“Valve Mfr. 6.” who 


instance, that 


shows up second best in Chart 
1, really has averaged only sixth 


best of the valve group when 12 
months (including these two) were 
used to establish trends. On the other 
hand, Valve Mfr. 27's relationship to 
other advertisers of steam turbines 
and air 
same for twelve months as it did in 
period covered by 


compressors remained the 


the two-month 
Chart 5. 

We have had two glaring instances 
among our clients, of how misleading 
one or two Starch reports by them- 
selves can be. In one case, an ad ran 
for the first time this past May, 1948, 
and got the worst score of any of 18 
Starch-rated ads we had run for that 
client. In June. the same ad ran in 
the same magazine, and got the high- 
est scores we had obtained in any of 
those 18 reports. There were several 
good reasons for this—but the ex- 
ample shows the folly of basing con- 
clusions on one, two, or three reports. 
We must study results for campaigns 

over considerable periods. 

Vistake No. 5 Using Starch re- 
ports 1o prove a case, Casual readers 
of this booklet could easily use some 
of the facts in it to prove that one 
should always buy the larger and 
more expensive space units, such as 
spreads and inserts. with color and 
bleed. 

If one looks only at “absolute” 
percentages of readers who “noted,” 
regardless of space units and costs, 
rather than the much more signifi- 
cant figures of performance in ratio 
to cost of space, that would be one’s 
conclusion. Chart 1 showed that 
out of 10 were 
spreads or inserts. As we have seen 


seven “leaders” 
in examining two issues in detail, 
practically no spreads or inserts show 
up among the leaders when measured 
on a cost basis. The question of 
spreads or inserts should not be de- 
cided on this basis alone. but on your 
objective. 

lf your objective is to reach pros- 
pects at minimum cost, Starch figures 
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CHART 5. How Two Campaigns by ‘Mfr. 27° Compare with Competi- 
tors’ Campaigns—Rating Ads ‘Read Most’ Per Dollar of Space Cost. 


Advertisers of Large Steam Turbines 


Advertisers of Air Compressors 
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indicate smaller units. If it is to reach 
the greatest possible numbers of peo- 
ple immediately, and regardless of 
cost, then spreads and inserts are one 
of the answers. 

Similarly, a few agencies — very 
few. | am glad to say—compare the 
various ratings of their clients with 
the ratings other agencies obtain for 
their clients. This, of course, is en- 
tirely out of order. It utterly disre- 
gards the sharply varying factor of 
product interest, and is likely to make 
an agency whose group of accounts 
averages higher in product interest 
look as if it were doing a better job 
than an agency whose clients average 
lower in interest. A true comparison 
of the performance of each group of 
clients against their own competitors 
might show up diametrically opposite 
results. But it is the wrong way to 
sell—_the wrong way to use Starch. 

What are Starch reports for, any- 
way? They are valuable tools to help 
advertisers and agencies see how to 
improve their own work not for 
knocking some other fellow’s. 

\side from selling a client's cam- 
paign to his distributors and sales- 
men, we feel it is very dangerous and 
likely to lead to twisting results and 
to the use of those Starch ratings that 
can be made to look favorable. if re- 
sults are used as sales tools. The re- 
ports are designed and should be 
used for advertisers and agencies, for 
improvement of their own copy and 
layout. Every fact must be accepted 
and interpreted as accurately as pos- 
sible. good or bad. Any use in selling 
ten’s immediately to create bias and 
misinterpretation. 

Vistake No. 6—Judging effective- 
ness of a campaign without knowing 
ils objectives. Any broad, sweeping re- 
view of ratings of all kinds of ads is 
like to go wrong because you don’t 
know what the various advertisers 
are trying to accomplish. 

It could be that an advertiser whose 
ratines look poor is actually accom- 
plishing exactly what he is after. For 
exaniple two campaigns we have 
Prepared and run, one for four years, 
one lor two, in the same magazine, 
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were aimed at exactly the same 
group: higher executives in all kinds 
of businesses. industrial and commer- 
cial, large and small. 

One of those two campaigns is for 
a client competing against far better 
known competitors. He is not widely 
known as a maker of the type of prod- 
uct he advertises in that magazine. 
Our major objective is to get his com- 
pany name prominently and often as- 
sociated with that type of product, 
among as many readers of the maga- 
zine as we can. 

Attention from the maximum num- 
ber of readers is by far more im- 
portant to us than readership. We 
have deliberately designed our cam- 
paigns to get seen by as many people 
as possible, even at a sacrifice of 
readers. Starch reports have helped 
us to improve our performance in 
getting attention. 

As a result, while in getting seen, 
our client has rated well above par 
for that class of product, his “read 
most” ratings have been low. Some- 
one else, looking at the ratings, might 
say we are failing badly in getting 
the ads read. But the campaign is 
working out according to planned 
sales objectives. 

The other campaign, addressed to 
exactly the same group of men in 
the same magazine, has an utterly 
different objective. It is promoting 
a brand that is as well known as any 
in its product class. But this client, 
before we began working on this 
campaign, had _ never established 
strong reasons for buying that brand, 
rather than another of the same type. 

Our objective here had to be en- 
tirely different—to get maximum 
numbers of readers to read the body 
copy thoroughly, so they would be 
sure to get the reason for preferring 
our client’s brand. His “noted” rat- 
ings are secondary in importance, 
though they happen to lead that prod- 
uct class. What really matters is that 
our client’s products do far better 
than competitive products in getting 
their copy “read most.” He, too, is ful- 
filling his objective—but a very dif- 
ferent one. 
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